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Rough Proofs 


Gladys the beautiful receptionist 
says she wonders if all those smart 
men who are talking about post 
war aren’t afraid of being left at 
the post. 

o % * 

Aviation enthusiasts are predict- 
ing a future for air cargo which will 
make the lowly freight car almost 
unnecessary, but Old Man Railroad, 
he just keeps rollin’ along. 


— a 
Meredith Publishing Company 
has become an official war bond 
issuing agency, while Bride’s Maga- 
zine continues to devote most of its 
attention to the bonds of matri- 
mony. 
a S | 
Thinking people, says Newsweek, 
will never be “so shocked at the 
rapidity and impact of events that 
they will be content merely to gape 
at the world drama before them.” 
The only exception might be 
those Yankee fans at the world’s 
series. 


. = F 
This is not a New Deal war, 
Stanley High tells the Reader’s 
Digest audience. Politicians in 


Washington hope to find out some- 
thing about this next Wednesday. 


-— = |} 

The Automotive Advertisers’ 
Council figures 18 or 20 million cars 
will still be on the road next year, 
so maybe you had better hang on 
to your bumpers. 


7 9 
St. Louis isn’t singing “The St. 
Louis Blues,” but “Roll Out the 
Barrel,” since the statisticians have 
demonstrated that Anheuser-Busch 
is still the leading brewer in all the 
land. 
i 
Insurance commissioners are a bit 
annoyed at those m.o. 
which have found out how to build 
a premium income without paying 
losses. Maybe the optimistic pol- 


icyholders ought to devote their 
time to the slot machines. 

~~ =e 
The New Haven Register says 


that P. Blake invented the cork- 
screw back in 1860. But historians 
are still trying to find out who in- 
vented the wooden nutmeg. 


~~ =w@ 
Fuel oil and gas salesmen, re- 
ports ADVERTISING AGE, “under- 


mined a considerable portion” of the 
New England market for anthracite. 
In the coal business that’s hitting 
below the belt. 


. a oe 
According to the FTC, buyers of 
leading headache powders are 
merely saying to the corner drug- 
gist, “Praise the Lord and pass the 
acetanilid.” 
7, Vv F¥ 
The National Selective Service 
has defined critical occupations in 
the newspaper and radio field, but 
f course everybody knew all along 
‘at columnists and commentators 
Neaded that list. 


v vv’ FY 
The Long Island Railroad proudly 
fasts that whereas 89.3 per cent 
fits cars were dirty in January, 
nly 56.4 per cent are that way now. 


That’: certainly giving them the old 
lege try. 

v v v 
Eleanor Roosevelt has worn her 


hees so thin in her tour of Eng- 
and that she’s wearing paper in- 
de, but British reporters who tried 
»* keep up with her have already 
‘tired to nursing homes. 


Copy Cus. 


companies | 


Rede anay eer 


Aamouncung 
THE FIRST BILLION | 
OF WAR PRODUCTS IN 42 
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GENERAL MOTORS 
“Vldlony & Our Caetinees!” 


General Motors Corp., bringing its war- 
time “report to the people" up to date, 
ran this full-page copy last week in an 
extensive list of newspapers, detailing its 
huge deliveries of war materials and 
soaring employment rolls. 


Brand Names Due 
for Emphasis in 
Coffee Rationing 


New York, Oct. 29.—The 
hood that brand names will become 
a more important factor than ever 
|before in the merchandising of 
coffee emerged this week as a high- 
light in food trade discussions 
OPA’s forthcoming rationing pro- 
gram. Although observers’ con- 
|ceded that currently consumers are 
| glad to get hold of whatever coffee 
they can, branded or otherwise, 
they pointed out that when ration- 
ing starts, orderly allocation will 
permit housewives to specify their 
preferred brands in the _ limited 
amounts permitted. 


| 
likeli- 


of 


Campaign Urges 
Motorists fo Sell 
Their Idle Tires 


New York, Oct. 29.—Details of a 
smashing campaign designed to has- 
ten the release by motorists of idle 


tions that become effective Nov. 22, 
were revealed here today for the 
first time when Al Paul Lefton 
Company, volunteer agency selected 
by the Advertising Council, began 
distribution of a portfolio to news- 
papers throughout the country. 
Copy for the idle tire repurchase 
plan, approved by the Office of 
Price Administration, Reconstruc- 
tion Finance Corperation and Rub- 
ber Director William M. Jeffers, is 
being transmitted to newspaper 
publishers with the suggestion that 
they line up local sponsorship of 


tires, in accordance with the regula- | 


the advertisements, accompanied by | 


an appeal for support from 


land Daily Press Association, New 
England Daily Newspaper Associa- 
tion, Pacific Northwest Newspaper 
Association and Southern Newspa- 
|per Publishers Association. 

| 


Urges Action to Publishers 

Pointing out that “time is short,” 
|Rubber Director Jeffers urged 
newspaper publishers and advertis- 
,ers to “do all in their power, as a 
|} much-needed and patriotic contri- 
bution to the war effort, to give 
wide publicity to these most im- 


the | 
ANPA Bureau of Advertising, In- | 


portant announcements so that the | 


|idle tire repurchase plan may be 
|explained quickly and in detail to 
|all who will be affected.” 

| After Nov. 22, 
to use gasoline in the operation of 
a passenger car if the owner or a 
;}member of his household has in his 
| possession more than five 


it will be illegal) three times weekly in the Indian- | 


| Stations WFBM and WIRE, and 30 
tires. | 


STARTS TEST DRIVE 
SOUR STOMACH SUFFERERS 


Accept This 6-Treatment Size... 


Join Canada-U. S. 
Plan to ‘Freeze’ 
Paper Production 


Newsprint and 
Paperboard Affected 
by New Order 


Washington, D. C., Oct. 30.—The 
War Production Board and the 
Canadian Wartime Prices and Trade 
|Board today announced a joint pro- 
| gram for “freezing” the production 
| of paper, including newsprint and 
paperboard, at the average operating 
| rates of the past six month “to con- 
serve power, transportation and 
materials.” 

The United States order, M-241, 
Featuring a special offer, Lambert Phar- | Signed by Ernest J. Kanzler, WPB 
macel Co. hes started promotion of a | director general of operations, lim- 
revamped anti-acid tablet in the Indian- | its the production of any particular 
apolis market. This is one of the news- mill to the average for the six 

paper appeals. months from April 1 to Sept. 30, 
=e 1942. It also prohibits production 


. . by any mill which has not produced 
Old Anti-Acid paper of Paperboard since Aug. 1 
Tablet, New Name 
7 
Combined for Test 


machine will be permitted sufficient 
Chicago, Oct. 29.—With a new 


production to occupy that machine 
120 hours a week. 

agency, Ruthrauff & Ryan, handling 

the one-city test and a brand new 


A WPB spokesman said that the 
order was the first step in a pro- 

name for an old product—Lambert 

effervescent anti-acid tablets—Lam- 


gram with the ultimate objective of 
reducing the production of all paper 
products to an essential level. 
“Equitable regulations in the field 
bert Pharmacal Company went all | 
out this week in a special promo- 
tion in the Indianapolis market 
Copy ranging from 90 to 120 lines 


Bae Oy the mates of Linterene” Aectianpitis Lasmitent Phermaeat Company 4 Lanta. She 


eeceeeeene Sr 


of distribution, inventories, and 
consumption are to be expected,” 
he said. 

Excluded from computation for 
determining the paper and _ pa- 
perboard production were the past 
j;and current production of building 
papers, building boards, vulcanizing 
fiber stock, resin impregnated 
stock, sanitary napkins and hospital 
wadding stock. 


News, 
shows 


apolis 
minute 


15- 
over 


Star and Times, 
each Sunday 


spot announcements daily over the 


with retention of brand identity the 
chief objective of most campaigns. 
It is unlikely that radical changes 
will take place in coffee advertising 
schedules for such brands as Chase 
& Sanborn and Maxwell House dur- 
ing the remainder of the year. What 
will happen thereafter is clouded by 
uncertainty. 
Substitutes Have Opportunity 


At first glance it would seem that 


Postum will enjoy a boom era, and 
the fact is that this product has 
been moving ahead with rapid 
strides of late. Actually, however, 
it is understood that the raw mate- 
rials required for the manufacture 


and this situation may act as a 
brake on expanded promotion. 
Nevertheless, General Foods offi- 


(Continued on Page 25) 
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Rough Proofs I 
Voice of the Advertiser 


such coffee substitute beverages as | 


of substitutes are not too plentiful, | 


Leading coffee advertisers saiq|Both Leon Henderson, OPA boss, | same outlets, have been lined up to| Delivery Order Seen 

that actually they have been oper-| and Mr. Jeffers emphasize the fact! build consumer acceptance of the The WPB also issued an exhaus- 
ating on an allocation basis for | that the plan is intended not to take | new tablet. tive schedule of technical specifica- 
; : ot ee age ee \cars off the road but to help keep Its predecessor, marketed under | tions for simplifying and standard- 
some time, and formal introduction ; : ene , , . ‘ 

sll hcl ¥ wie tebe . |transportation going for essential; the name Milk-O-Mag, (Apvertis- | izing the manufacture of book paper 
of rationing will not in itself dis- ; ae ; 
. sated P ‘ : services. ING AcE. Oct. 9. 1939. and July 15,| for commercial printing, book paper 
rupt advertising and promotion ; ; ’ ’ , : ‘le aw : bit 
plans. All indications were how-| The campaign consists of four| 1940) was tested without sensa-|for book publishing, fine writing 
ever, that institutional copy wil] | full-page layouts and four of 975) tional success in various cities and | paper, tablet paper and envelope 
become more frequent in this field, | lines. Heavy, bulletin-size type apparently dropped. The current! paper. The number of grades is 


|urges motorists to act quickly. The 
|regulations governing tire owner- 
| ship after Nov. 22 are outlined in 
|detail, and specific suggestions are 
made as to how to dispose of excess 
tires. Repurchase price lists for all 
| tire sizes in current use are also 
| included. 
| 


promotion, although confined to 
Indianapolis, is the heaviest yet for 
the anti-acid tablets. 

Lambert & Feasley, Inc., New 
| York, agency for Lambert as well 
as the subsidiary Pro-Phy-Lac-Tic 
Brush Company, previously handled 

(Continued on Page 25) 


Last Minute News Flashes 
Heinz to Use 400,000 Lines in Single Day’s Issues 


| Detroit, Oct. 30.—H. J. Heinz Company, in one of the most intensive 
| single-shot promotional efforts of recent years, will publish an eight-page 
“wartime cook book” in 80 newspapers throughout the country on Tues- 
day, Nov. 10. The “cook book” will consist of four consecutive half-page 
insertions, which, when clipped from the paper, will comprise an eight- 
page book. Widespread publication of the unusual advertisement fol- 
lows a test in the Dayton News Oct. 6, developed by Maxon, Inc., Heinz 
agency. Results were checked with housewives through an independent 
research organization, and are reported to have shown extraordinarily 
high readership and retention af the recipe book. 


Bendix Appliances Resumes Magazine Copy 

Chicago, Oct. 30.—Bendix Home Appliances, South Bend, Ind., maker 
of the Automatic Home Laundry, is resuming magazine promotion with 
a schedule of three half-pages to appear in Better Homes & Gardens, 
Life, McCall’s and The Saturday Evening Post, with copy playing up the 
appliance’s use with the armed forces and offering a booklet on wartime 
care of the appliance. Young & Rubicam, Chicago, is the agency. 


Moves Chelsea Cigarets to Magazines 


New York, Oct. 30.—Larus and Bro. Company has expanded advertis- 
ing of Chelsea cigarets, for the past few months confined to newspapers 
in several markets, to national magazines. The initial insertion appears 
in Life, with a broader schedule being worked out. Warwick & Legler 
,is the agency. 


reduced from 82 to 52 and the num- 
ber of items in various sizes, colors 
and weights from 10,000 to 2,500. 
|Newsprint, publication stock ex- 
cept books, wrapping papers, and 
paperboard are not affected. 

Announcement of the “freeze” 
| program followed an all-day ex- 
‘ecutive session here Tuesday at- 
tended by WPB officials and repre- 
|sentatives of the newspaper pub- 
lishing industry. 

Second step in the program, pos- 
_sibly within a month, may be an 
order establishing definite controls 
over deliveries of paper. In the 
meantime newspapers will follow 
voluntary conservation measures 
along lines submitted by the Ameri- 
can Newspaper Publishers Associa- 
tion. 

Third step, not to be taken until 
further meetings between the WPB 
officials and representatives of the 
magazine publishing and commer- 
cial printing industries, would be 
direct allocation of quotas of paper 
to various classes of users, such as 
magazines, book publishers, com- 
mercial printers (direct mail), out- 
door posters and government print- 
ing. 

Donald M. Nelson, WPB chair- 
man, opened the Tuesday meeting 
|with a flat statement that curtail- 
ment of newspaper operations was 
“unavoidable.” Newspapers, like 
other industries, must make sacri- 
| fices of materials and manpower to 
|help win the war, he said, adding 
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that in the offing are reductions in 
the use of newsprint, copper, zinc, 
printing inks, steel stitching and 
bundling wire and several scarce 
chemicals used in printing. 

Government problems and pro- 
posals were submitted by E. W. 
Palmer, assistant chief of the WPB 
printing and publishing branch, and 
Arthur G. Wakeman, chief of the 
pulp and paper branch. 

Mr. Palmer, after the meeting, 
said that reduction in the number 
of editions, reduction in “returns,” 
reduction in “out-of-town” circula- 
tion of local Sunday classified col- 
umns, and limitations on the use of 
newsprint in handbills and “shop- 
ping news” types of publications, 
containing all advertising, were 
among the proposals for curtailment 
suggested by the newspapermen. 


Other Supplies Tight 


George C. Heikes, chief of the 
WPB zinc branch, explained the 
present 50 per cent curtailment in 
zinc used in engravings, and gave 
some hope that supplies might be 
increased by using lower grades and 
re-distillation. 
the entire question of zinc alloca- 
tion for war industries is now 
being reviewed by the WPB 
quirements committee. 

Lawrence Brown, assistant chief 
of the technical and coding branch 


He emphasized that) lished 


re- | 


of the WPB, indicated that allot- 


ments of nitric acid, used in engrav- 
ing and in the making of film base 
and photographic film might 
increased, although demand 
heavy in both fields. 

Also discussed with the news- 
papermen was the appointment of 
a successor to George A. Renard, 
chief of the printing and publishing 
branch of the WPB, whose resigna- 
tion has been on Mr. Nelson’s desk 
for several months. One of the 
names considered acceptable to the 
newspapermen was that of W. G. 
Chandler, general manager of the 
Scripps-Howard newspapers, and a 
member of the advisory committee. 

The membership of the committee 
meeting in Washington Tuesday 
was reported 
Oct. 26. Additional members named 
this week were E. M. Anderson, 
Transylvania Times, Brevard, N. C.; 
and Col. J. H. Sorbey, Republican, 
Pottsville, Pa. 

Philip Schneider, formerly of the 
Crowell-Collier Publishing Com- 


is 


pany, Springfield, O., has been 
named chief of the newly-estab- 
production requirements 


plan section of the WPB printing 
and publishing branch. He will be 
charged principally with preparing 
plans for allocation of paper and 
other materials in printing and 


| publishing. 


be | 


in ADVERTISING AGE, | 


| freeze and molded plastic parts, has 


Royal Electrotype 
‘Patents Held Valid 


| Decision has been handed down 
by the United States district court 
of New York in the case of Royal 
Electrotype Company vs. Rapid 
Electrotype Company validating 


Royal’s ownership of the letters| Mitchell, for the past three years 
patent covering its duplicate origi- | vice-president and sales director of 
| Pepsi-Cola Company, this week 
482 |/took up new duties as vice-presi- 


nals known as “Royaltypes.” 

Both parties consented to 
amicable settlement of the case pre- 
vious to the court’s decision, and 
in the future Rapid Electrotype 
Company will manufacture dupli- 
cate originals under a license agree- 
ment from Royal Electrotype Com- 
pany. 


Lehn & Fink Campaigns 


Leaves Pepsi-Cola 
for Sylvania Post 


! 


| 
| 


Lehn & Fink (Canada), Toronto, | 


has released campaigns for Dorothy 
Gray preparations to class publica- 
| tions in Canada, and to newspapers 
in Toronto and Montreal for Pebeco 
toothpaste. McConnell, Eastman & 
Co., Toronto, handles the account. 


To Lacey-Webber 

Lacey-Webber Company, Kala- 
/mazoo, Mich., manufacturer of anti- 
“appointed Behel & Waldie & Briggs, 
Chicago, to handle its account. 
|Space will be used in automotive 
_business papers and, for the molded 
|plastics division, in industrial 
| papers. 
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1 a “Boom Town With A Future!” 
Don's dad. He knows. Mr. Best is assistant power plant | 
engineer for the big Beech Aircraft Plant in Wichita. 


Don Anthony Best, age 5, is more than a Boom Baby. 


He’s a “Boom Baby With A Future!” 


Because he was 


Ask 


Wichita’s future in the 


Besides, Wichita is built 


oil and agriculture. Now’s 
the time to sell to the hun- 


money-making 
the 


do the job for you 


in Kansas. 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 


AFH 


WICHITA. 


CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


only full-time, 5000 Watter 


| 


in this area. And KFH will | 


| outh, 


| solution has been filed in Albany. 


July, 


Auto Billing Down; 
Getchell Files 


/co-founder with the late Mr. Get- 


— ee . _chell, attributed the < *y’s liqui- 
Here today and gone tomorrow? Not Wichita! Every P : ee ee 


sales manager in the country has his eyes on the Wichita 
area. You have only to read the newspaper to guess 


New York, Oct. 28—Don G. 


dent in charge of 
sales of Sylvania 
Electric Prod- 
ucts. The post is 
a new one, con- 
solidating all of | 


5 Sylvania’s mer-| 
g chandising ac-| 
tivities. 


John P. Clar-| 
kin, assistant 
sales manager at 
Pepsi - Cola, suc- 
ceeds Mr. Mit- 
chell at the bev- 
erage company. 

Despite the fact that Sylvania’s 
current production is geared almost 
entirely to war work, indications 
are that Mr. Mitchell’s assignment 
involves long-range planning for 
the postwar era, when new con- 
sumer markets are anticipated for 
Sylvania products. 


Don G. Mitchell 


Becomes Heavy Advertiser 


Mr. Mitchell, who is not quite 40 
years of age, moved to the top rank 
of sales and advertising executives 
as a result of his work at Pepsi- 
Cola. He joined the company in 
1939, and is credited with 


guiding the beverage to the number 
two spot in the national soft drink 
market. During his regime adver- | 
tising expenditures increased from | 
a modest figure to more than $1,- 
500,000 a year. 

Before joining Pepsi-Cola, Mr. 
Mitchell was for two years general 
sales manager of Marshall Field & 
Co.’s manufacturing division. Pre-| 
viously he was advertising and sales | 
promotion manager of American 
Can Company. He began his career | 
with McGraw-Hill Publishing Com- | 
pany in 1926, as industrial promo- 
tion manager. 


Dissolution Papers 


New York, Oct. 30. J. Stirling 


Getchell, Inc., was revealed today | 


as the first major war casualty in 
the agency field, when it was an- 
nounced that a certificate of dis- 


John V. Tarleton, president and 


dation to cessation of motor car 
production and rationing of gasoline. 


_Dependence on the automotive field 


post war aviation picture. | blow. 


| 


| 


{ 


ton said. 


dealt the agency’s billings a death | 


Current contracts will be) 
fulfilled by Feb. 1, 1943, Mr. Tarle- | 


Founded in 1931, Getchell ex- 


on a solid foundation in| panded from a two-room office in| 


the Chrysler building to a position | 


;as one of the top 10 agencies in the | 
dreds of thousands of | country. 
customers | handled expenditures totaling $75,- 


In ten years the agency | 


000,000. Accounts included Plym- 
DeSoto, Socony - Vacuum, 
Kelly - Springfield, Allis - Chalmers 
and Schenley. 


Metropolitan Group 
Adds 11 Coast Papers 


Metropolitan Group of news- 
papers has expanded its list to in- 
clude 39 newspapers on its comics 
list, bringing total circulation to 
14,224,000, with the addition of 11 
papers on the Pacific Coast formed 
as a separate group to be known as 


the Metro Pacific Group. In addi- 
tion, four other papers have joined 


the group as optional additionals. | 


| These are the Cincinnati Enquirer, | 


Columbus Dispatch, Omaha World- 


Herald and New Orleans Times- 
Picayune. 
The original Metropolitan basic 


| 


comic section group of 14 cities has | 


not been changed. 

The Metropolitan Gravure Group 
now embraces 25 papers, the latest 
additions being the Cincinnati En- 
quirer, Scranton Scrantonian and 


Seattle Times, giving the group a 
total gravure circulation of 11,715,- 
, 000. 


RIGHTEST of the hich. 
lights in America’s ind\.s- 
trial development is the s;\- 
pendous growth of aviati »n, 
‘The coming thing” jus: 


a 
few years ago, aviation is ces. 
tined now to occupy a posit ion 
in the front ranks of Indus. 
try—in times of peace as dur- 
ing war. Broadgauge adver- 
this 
market as part of their hook- 
up with the war effort; at the 
same time building product 
acceptance for the future, and 
protecting their names against 
the constant change which 
accompanies rapid growth. 


tisers are cultivating 


Top publication in the field 
—by actual count and by in- 
dependent surveys—is twenty- 
year-old Arro Dicest, (which 
includes Aviation Engineer- 
ing, the 100° technical ‘mag- 
azine within a magazine’), | 
product of an organization | 
specializing in aviation pub- 
lishing. Fifth in advertising 
linage among the country’s 
34 leading monthly magazines 
of all kinds, and first inthe © 
aircraft field, Aero Dicest also 
tops the aeronautical business 
magazines in editorial scope 
and in circulation (especially 
among the manufacturers). 


Circulation emphasis is on 
quality; we point significantly 
to the single copy price of ,50c, 
to the fact that absolutely no 
free premiums are employed 
in subscription selling. We'd 
like to tel] you the whole story 
of Agro Dicest’s editorial firsts, 


to show you actual patterns of 
readership, and case histories 
of advertising successes at- 
tributable to this ‘Vital Force 
in A Vital Industry.’ 


AN AKC CATION 


Associated acronautical publicati’s: 
THE SPORTSMAN PILOT (ABC) '« 92 
REVISTA AEREA (C.CA) Established 1997 


We'll be glad to send you OFF 
each month of AIF gee oF 
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\\ hen compared with the same month 


of the previous year, newsstand sales of 


The American Magazine have averaged 
increases of more than 100,000 copies 


every issue for the past 21 months! a : : 


The American Magazine 


IN THE SERVICE OF THE NATION & j . % 


The Crowell-Collier Publishing Co., 250 Park Avenue, New York City 
720 Statler Office Building, Boston - General Motors Building, Detroit 
333 N. Michigan Avenue, Chicago - 235 Montgomery St., San Francisco 
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Meat Institute 
Perfects Plans 
for ‘Rationing’ 


‘Stretching,’ and 
‘Sharing’ Are Key 
Words in Program 


Chicago, Oct. 29.—The American 
Meat Institute moved this week to 
set in motion its part of the coor- 
dinated effort to put across volun- 
tary meat rationing (ADVERTISING 
AGE, Oct. 26). 

Already in the works 
paper and magazine advertising, 
although no national copy. will! 
appear in magazines until the end 
of next month. Newspaper promo- 
tion may break in the interim. 


is news- 


+ Quality Readership PLUS 
Quality Advertising Means That 


: A 
. 7 


SHOULD BE ON YOUR SCHEDULE 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


Meanwhile the institute has 
| followed its usual pattern of pro- 
'motion. First copy is slated for 
medical journals, and publications 
reaching teachers and home econo- 
mists. Although most of the jour- 
nals in this classification had gone 
to press, the Institute managed to 
insert a page in Hygeia, which sets 
the pattern for this particular type 
of copy. The present meat situation 
offers an opportunity for service to 
the government, the text declares. 


Medical Drive Soon 


| In other medical journals, the 
|AMI will soon present advertising 
which details the “variety meats” 
|—meats not commonly purchased, 
| but which have all the nutritional 
and energy values of the most 
sought-for cuts. A chart will be 
included in the advertisements, 
showing proteins, vitamins, etc. 


One of the key planks in the 
Institute’s new campaign is _ the 
knowledge secured for it by an 


Elmo Roper study. According to 
this study, a majority of housewives 
knew only 12 cuts and kinds of 
meat and were ignorant of such 
varieties as heart, tongue and 
sweetbreads. 

Meat dealers have been informed 
of their part in the new order. The 
| Institute boiled down a voluminous 
| government release to eight pages 


| and 300,000 of these small booklets 


have been printed and sent to the | 


dealers. Advertising will shortly 
appear in business papers of the 
meat field. 


Faces Educational Job 


Because of the vast number of 
advertisers and government agen- 
cies tying in with the meat program, 
it is the duty of the Institute to 
whip out a substantial amount of 
background material for the bene- 
fit of food writers and staff econo- 
mists; accordingly, it has prepared 
a clip book and mat service which 
presents stories, recipes and pic- 
tures of new alternate and “stretch- 
ing” dishes. No credit is given the 
AMI in these mats. 

As reported in ADVERTISING AGE 
Oct. 5, “stretching” gets emphasis 
in meat copy. The odious word 
“substitute” has been pretty well 
erased from the vocabulary of gov- 
ernment officials and home econo- 


mists, and the words “alternate” 
and “stretcher” have been insti- 
tuted. 


Situation Shifts Fast 


Sample consumer copy is being 
shown, although men on the inner 
circle of AMI’s advertising opera- 
tions say that future changes are 
coming up, possibly before some of 
the copy now prepared finds its 


THE WHISTLES DON’T BLOW IN DETROIT 


ACK “befoh’ de wah” 


tory whistles used to designate the 
quitting and beginning times in industry. 
Today the whistles don’t blow in Detroit. 


There is no starting or stopping time. 


Planes and tanks and guns 


flow on and on, seemingly 


Detroit is hammering, blasting, punching, 
riveting, pounding, grinding out over $2.- 
000,000 worth of war materials every day 

nearly $15,000,000 worth every week, 


and with it all goes a $29,000,000 weekly 


payroll for labor. 


screeching fac- 


and shells just 
$289,945,000, 
forever. 


effective buy 


strument of 


morning 


anything that can be sold, 


new spaper, 


Aside from the glorious spectacle of this 
thrilling pageant of industrial enterprise, 


Detroit presents an enticing market for 


Its buying 


sower Was never greater (third in Amer- 
I t 


ica) with a gain over a year ago totaling 


In the Detroit trading area 


ing income is $3,099,724,000 


a gain of 94% over four years ago. 


No other more effective or lower cost in- 


salesmanship is available to 


cover this market outside of its only 


The Detroit Free 


Press, reaching over 375,000 families. 


The Detroit Free Press 


Story, Brooks & Finley, Inc., Natl. Representatives 


|help employes, stockholders, retail- 


way into media. As a matter of | 
fact, there are advertisements which 
will appear shortly which meat men 
wish had never been ordered; in the | 
short lapse between insertion order 
and appearance date, these adver- | 
tisements have become out of step| 
with the meat industry’s new} 
change-of-pace. 

A new red, white and blue shield | 
across which lies a carving knife, | 
and the words, “Share the meat,” | 
will appear in all copy. Another 
tagline which will appear fre- 
quently is “Share the meat so all 
may eat.” Leo Burnett Company 
has the AMI account. 


Alternate Copy Coordinated 


Alternate food products, sold by 
such companies as General Foods, 
Standard Brands, Kraft Cheese 
Company, etc., will be keyed in 
with the advertising campaigns of 
the meat companies, the AMI, and 


the promotional material of the 
National Live Stock and Meat 
Board. 


It is no secret that the industry 
hopes to make this voluntary ra- 
tioning work so well that strict 
rationing will be unnecessary, for 
the industry has repeatedly empha- 
sized that compulsory rationing 
cannot be applied to meat because 
of the perishable nature of the 
product. 


ARMOUR BOOKLET 
PORTRAYS WAR ROLE 
Chicago, Oct. 27.—A real effort to 


ers and the public see inside the 


NEW R&R COPY CHIEF 


Ralph Sinclair, who has been with Ruth- 

rauff & Ryan, New York, for the past 

15 years, has been appointed copy <i- 

rector of the agency. He succeeds 

Everett J. Grady, recently named execu- 
tive vice-president. 


cent, all other expenses; 3.49 per 
cent, other supplies; 2.94 per cent, 
transportation; 1.71 per cent, taxes; 
1.63 per cent, profits. 

The final section of the book 
devoted to the war activities 
65,000 Armour employes—buyi: 
bonds, donating blood, helping 
first aid and doing other war wor! 
Nor are 5,867 other Armour em 
ployes forgotten—they are the m: 


=— 


workings of a mammoth corpora- 
tion which feeds America in peace 
and war, is embodied in Armour & 
Co.’s new booklet, “Food for Free- 
dom.” The 32-page manual backs 
up the company’s advertising cam- 
paign and is an_ outstanding 
example of a large company’s 
intention to picture its part in the 
present war. 

Armour’s part in the war effort 
far exceeds the providing of meat 
for the millions of men in uniform 
and behind machines; it includes 


fats, medicines, leather, wool, 
chemicals, hair, abrasives — al 


products of the meat packer and all 
important in keeping Uncle Sam’s 
Army well fed, equipped and 
healthy. 


Use Copy Samples 


As George A. Eastwood, president 
of Armour, says in an introductory 
letter: “Now the worth of a cor- 
poration is measured by what it is 
doing to help safeguard our nation’s 
continued existence.” In the book- 
let, Armour shows what it is doing 
to preserve a fighting nation. Some 
of the illustrations are familiar, 
having been reproduced from Ar- 
mour’s current advertising campaign 
(ADVERTISING AGE, Aug. 24). 
| In supplying Lend-Lease de- 
|mands, Armour relates that 66 2/3 
| per cent of its lard production went 
abroad; pork cuts, 36 per cent; pow- 
|dered eggs, 37 per cent; canned 
meats, 53 per cent; and cheese, 55 
per cent. 

Armour is proud of the fact that 
the meat industry had to build no 
new plants to meet the rising tide 
of meat demands. On the morning 
after Pearl Harbor, declares the 
book, “Armour & Co.’s 142 meat 
packing houses, creameries, prod- 
duce and by-products plants were 
on full war production.” 


Break Down Sales Dollar 


In a graph, the annual income of 
the company is shown as a pile of 
100 pennies. Out of this typical 
dollar come the following segments 
in percentage: 74.21 per cent paid 


|serving as first line fighters, tec 
|nical men and officers of all th 
/nation’s armed services. 

Copies of the book are being dis 
tributed to stockholders and em 
ployes, to retail food dealers and 
associations, and to civic, military 
and educational leaders. 


Chason Joins WHN 


as Advertising Head 


Herbert S. 
| Chason has been 7 
|}appointed adver- 
| tising and sales 7 
| promotion man- @ 
}ager of Station } 
WHN, New York. 
Mr.Chason 
iformerly was @ 
with the adver- = 
| tising department 
of the E. I. du 
| Pont de Nemours 
| organization, and 
| for the past three 
| years has _ been 


Herbert S. Chason 


with the research and sales promo- 


| tion departments of the Columbia 
Broadcasting System. 


Dorland Adds Accounts; 
—— Staff Change 


Dorland International, New York 
| has added the following new ad- 
| vertising accounts: Van Cleef & 
| Arpels, jewelry, New York, whic! 
is inaugurating campaigns in Brazil, 
|Colombia and Cuba, in both news- 
|papers and magazines, in additior 
| to its domestic campaign, whic! 
|Dorland also handles; Bianchin 
| Ferier; Aziza cosmetics; Berle bras- 


| sieres, Toutmain gowns, Corot per- 
| fumes and Maximilian furs. 

| These accounts are under th 
| direction of Walter S. Maas wh 
recently was elected president, suc- 
ceeding Thomas M. Quinn, who ha: 


left the agency. 


‘McNab Gets New Duties 


Advertising for the Cellophane 
division of Canadian Industrie 
Ltd., Montreal, has been place¢ 
under the direction of L. G. McNat 
sales manager for the division. Mc 
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to farmers for livestock; 10.73 per| Connell, Eastman & Co. th 
‘cent paid to employes; 5.29 per agency. 

eel 
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November 2, 1942 


Martha Parker's THE BEAUTY QUEST became a regular 
(Monday, Wednesday, Friday) feature of our weekday 
Woman's Page some six months ago. Although no promo- 
tional effort is made to stimulate such response, the depart- 
ment has drawn well over 5,000 reader inquiries since 
then. Today these inquiries come by mail and telephone 


at the rate of more than 1,000 a month. “Believe me,” 


writes a reader over in Brooklyn, “your column is a treat.” 
Also typical is the comment of a reader in Rocky River, 
Ohio: “I enjoy your column very much.” Reader reaction 
like this, spontaneous and unforced, is proof of the genuine 
interest women have in The New York Times... an interest 
that prompts advertisers to make The Times their first me- 


dium in New York, today as for the past twenty-two years. 


THE NEW YORK TIMES 


"ALL THE NEWS THAT'S FIT TO PRINT” 
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Industrial Aces 


Map Program for 
194X" Economy 


Hope to Assure 
Postwar Stability 
and Prosperity 


Washington, D. C., Oct. 28.— 
American business will not be “left 


at the post” in the field of postwar 


planning. 

While the President’s National 
Resources Planning Board, the Fed- 
eral Works Agency, the Department 
of Agriculture and the Department 
of Labor have been carrying for- 
ward highly publicized studies of a 
postwar economy. a group of well- 


INDUSTRIAL 


FACTS 


EXPERTLY ANALYZED AND 
VISUALIZED FOR EFFECTIVE 
PRESENTATION TO MANAGE.- 
MENT, EMPLOYEES, OR GOV- 
ERNMENT. WRITE: 


*VISUALFACTS 


2 West 46th Street, N.Y.C. 


known industrialists has been 
quietly laying the foundations for 
“194x” plans that aim to insure 
maximum re-employment in pri- 
vate industry and maintenance of 
free private enterprise. 

Shunning publicity until their 
work is under way, this group has 
incorporated in the District of Co- 
lumbia a Committee for Economic 
Development, in close collaboration 
with Jesse Jones, Secretary, and 
Wayne C. Taylor, Under Secretary 
of Commerce. 


Hoffman Heads Group 


Chairman of the group is Paul G. 
Hoffman, president of the Stude- 
baker Corporation. Vice-chairman 
is William Benton, vice-president of 
the University of Chicago and 
former president of Benton & 
Bowles. Caliber of the men at the 
helm of the organization is evident. 
They include: 

Mr. Hoffman, Mr. Benton, James 
Franklin Bell, chairman, General 
Mills, Inec.; Will Clayton, Houston 
cotton broker, Assistant Secretary 
of Commerce, and director of the 
Reconstruction Finance Corporation 
and its various defense subsidiaries; 
Chester C. Davis, president of the 
Federal Reserve Bank of St. Louis, 
and former AAA _ administrator; 
Ralph E. Flanders, president, Jones 
& Lamson Machine Company; M. B. 


Folsom, treasurer, Eastman Kodak 
Company; Clarence Francis, presi- 
dent, General Foods Corporation; 
Lou Holland, president, Holland En- 
graving Company, and chairman of 
the board of the WPB’s Smaller War 
Plants Corporation; Charles R. 
Hook, president, American Rolling 
Mill Company; Reagan Houston, 


San Antonio manufacturer; Eric A. | 


Johnston, president of the Brown- 
Johnston Company, and president of 
the United States Chamber of 
Commerce; Harrison Jones, chair- 


man of the board, The Coca-Cola | 


Company; Charles F. Kettering, 


vice-president, General Motors Cor- | 


poration and chairman of the Na- 
tional Inventor’s Council of the 
Department of Commerce; Thomas 
B. McCabe, president, Scott Paper 
Company; Reuben B. Robertson, 
executive vice-president, Champion 
Paper and Fibre Company; Edgar 
Stern, New Orleans cotton broker; 
and John Stuart, president, Quaker 
Oats Company. 


Lokbying Is “Out” 


quick to deny any attempt to sup- 
plant the United States Chamber of 
Commerce or the National Associa- 
tion of Manufacturers, pointing to 
the activity of Mr. Johnston on the 
committee as evidence of close co- 
operation with existing business 


* 
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Newspaper advertising is selec- 
tive, timely and concentrated. 


DIRECTLY BELOW 
LIES THE OBJECTIVE 


Orders are to converge on Headquar- 
ters. To take all buildings and fortifica- 
tions, at one time, would be futile for 
this limited task force. 
venture depends on overpowering each 
objective individually. 

* 


Success of this 


* * 


So it is with the sale of products. Best 
sales tactics are concentrated on indi- 
vidual targets. 
more important than ever 
Curtailed produc- 
tion and limited distribution 
demand direct selling effort in 
specific markets. 


Today, this is 


7° 
5 
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|appointed direc- 
| tor 


|for 
|} KMPC, 
| Hills, 
formerly was 
i\with 


Los Angeles. 


groups. They have been equally 
quick to declare*that they have no 
intention of becoming a lobbying 
group. 

Their primary stated interest is to 
plan for “maximum employment 
and high productivity” of industry 
to assure “stability and prosperity” 
in the period following the war. 

For maintenance of employment, 
| the organizers insist, industry must 
produce some 35 billion dollars 
more of goods than it did in 1941. 
The committee’s principal goal is to 
stimulate individual industries and 
;communities to plan together to 
maintain maximum employment 
after the war. They envisage an 
economy in which the nation’s gross 
output of goods and services will 
exceed the 150 billion dollar level 
/expected to be reached during the 
1943 year of war production. This 
means a civilian production § in 
“194X”" or “194V plus 1” of more 
than double that expected during 


the coming year. 


| No “National Plan” 
Sponsors of the plan have been | 


The program calls for no “na- 
ional plan,” but rather for selling 
individual business enterprises on 
ylanning their own conversion to 
peacetime work with maximum 
»roduction in view. 

Presence of such marketing-wise 
executives as Mr. Hoffman, 
| Benton, Mr. Bell, Mr. Francis, and 
| Mr. Jones on the board is expected 
to bring about a greater conscious- 
ness of the role of marketing, mer- 
chandising and advertising in insur- 
ing the success of the plan than has 
|been evident in other programs, 
|which relied almost entirely on 
| public works schemes to “prime the 
| pump.” 

Organization of the committee 
| will be extended throughout indus- 
|try, vertically by each industry, 
| horizontally in each of the 12 Fed- 
| eral Reserve districts, geographical 
| boundaries in which ample economic 
| statistics are available for constant 
check on regional results. 


The group of regional chairmen | 
presi- | 


‘includes Walter D. Fuller, 
|dent of Curtis Publishing Company; 
| John Steward Bryan, publisher of 
i\the Richmond News-Leader and 


| president of the Nutrition Founda- 
'tion; and Ralph Budd, president of 
| the Burlington Railroad. 

In addition to stimulating plan- 
| ning by industries and by cities, the 
group will call in for consultation 
a group of social scientists and 
economists from universities for 
objective criticism of present busi- 
ness policies and future plans. As 
organization develops, work of the 
committee will be integrated with 
the public works and agricultural 
planning now under way within the 
government. 

Original impetus for the organi- 
zation came from the Department of 
Commerce. Department officials, 
especially Secretary Jones, Under 
Secretary Taylor and Carroll L. 
Wilson, chief of the bureau of for- 


|eign and domestic commerce, have 


been outspoken in their desire to 
develop with business the same type 
of teamwork that exists in the De- 
partment of Agriculture and 
Department of Labor. 


Alice Belding to KMPC 


Mrs. Alice 
Belding has been 


the 


of publicity 
and promotion 
Station 

Beverly 
Cal. She 


Lord & 
Thomas, Chicago, 
and Bullock's, 


Mrs. Belding is 
the wife of Don 
Belding, execu- 
tive vice-president 
Thomas, Los Angeles. 


Alice Belding 
of Lord & 


Thomas Heads Clinic 


Eugene Thomas, sales manager of 
Station WOR, New York, has been 
named director of the radio produc- 
tion clinic sponsored by the Adver- 
tising Club of New York. The six- 
week clinic follows the regular 


Advertising Club lectures, and will | 


begin on Feb. 4. 


| napkins, 


Mr. | 


Times Dispatch; George A. Sloan, | 


HEAVY PROMOTION 


FREE! ou 
Ue 


FULL SIZE BOX OF 


GREY CLEANSING TISSUES 


. 


With a special cleansing tissue offe 
San-Nap-Pak Mfg. Co. opens the big 
gest campaign to date for its sanitary 


starting with large-space copy 
in Eastern newspapers. 


San-Nap-Pak 
Starts Aggressive 
Newspaper Drive 


New York, Oct. 28.—In an eff 

to capture a larger share of the ! 
sanitary napkin market, now don 
nated by Kotex and Modess, S: 
Nap-Pak Mfg. Company has laid out 
the most ambitious promotional prv- 
gram it has ever sponsored. In- 
| itally the effort will be concentrated 
in ten Eastern cities, with expansion 
| likely later. 
Opening gun in the new campaign 
iconsists of full pages, 1,000 and 
| 600-line insertions in New York, 
| Newark, Bridgeport, New Haven, 
| Hartford, Providence, Springfield, 
| Worcester, New Bedford and Bos- 
|ton newspapers, announcing a spe- 
‘cial offer of a box of Lydia Grey 
\cleansing tissues free with every 
| purchase of San-Nap-Pak. 

The current schedule calls for 
| weekly newspaper insertions in the 
|ten cities through the end of De- 
cember. Radio announcements in 
New York, Hartford and Boston will 
|supplement the newspaper copy. 
The campaign is the first San-Nap- 
Pak promotion handled by Biow 
Company since that agency took 
over the account a few weeks ago 


> 


Hardware Mutual 
‘Appoints Agency 

Roche, Williams & Cunnyngham, 
Chicago, has been appointed agency 
for Hardware Mutual Casualty 
Company, Stevens Point, Wis., and 
affiliated companies. 

National magazines, business 
papers and direct mail will be used, 
beginning with November issue 


Nickel Advensed 


Edwin A. Nickel has been ap- 
pointed sales manager of Mitchell 
Mfg. Company, Chicago, maker of 
fluorescent lighting equipment. For 
the past two years Mr. Nickel has 
directed the company’s advertising 
and sales promotion and will con- 
tinue to do so. 


If it’s 
COVERAGE 


you want... 
TAKE 


NEW HAVEN 


The Register blankets Great 
er New Haven with a ? 
coverage ... and ‘"# 3] 
surrounding towns w an 
average of 78.1%. 

What could be a bet» buy 
than “New England's “evor 


ite Test Market’? 
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...+.+... Speaking of big battles! 


The world’s greatest war goes on. One day 
recently, two girls in our office came back 
from lunch breathless with excitement. W ith 
their very own eyes, they had just seen a 
taximan bust acop right in the nose. It was 
really super-terrific! 

Sure, people are funny. You, too, so don’t 
look superior. Little things in your life loom 
larger than cosmic events. People you know 
interest you more than millions you don’t. 
Everybody’s life is made of little things. 

The Sunday comics can’t match the news 
pages in significance, or useable information. 
But most people became acquainted with 
Sunday comics before they could read the 
news pages, or cared about information. The 
Sunday comics, through time and habit, 
became something familiar and personal. 
And they are entertainment and diversion. 

So ever since adults admitted reading 
the Sunday comics, they have rated high as 
ways and means of reaching people and 


te) TAX! 
i r 7 


registering with them. And the highest rating 
obviously goes to the best comics, in the best 
Sunday newspapers—which means the 
Metropolitan Group. 


These twenty-four great newspapers in 
nineteen major cities total up 12,000,000 
circulation—reach a majority of families in 
the urban markets that make the majority of 
national sales. No national medium touches 
the Group for intensive coverage, or place- 
ment of circulation where it counts. 

And few other forms of media match the 
readership—81% among adult men, 79% 
among women—or the regular reading habit, 
on Sunday when people are at home, or the 
favorable mood-making qualities which get 
better acceptance for advertising. 

The space unit is big. There are four 
colors to add color to your story. The cost 
islow... The time is now! Learn more about 
the Group. Ask any office soon! 


Metropolitan Group 


Baltimore Sun © Boston Globe « Boston Herald * Buffalo Courier-Express © Chicago Tribune ¢ Cleveland Plain Dealer 

Des Moines Register * Detroit News © Detroit Free Press «© Milwaukee Journal * Minneapolis Tribune & Star Journal « New York News 

New York Herald Tribune * Philadelphia Inquirer * Pittsburgh Press ¢ Providence Journal * Rochester Democrat & Chronicle ¢ St. Louis Globe- Democrat 

St. Louis Post-Dispatch © St. Paul Pioneer Press © Springfield Union @ Republican © Syracuse Post-Standard © Washington Star ¢ Washington Post 


220 East 424 S:., New York ¢ Tribune Tower, Chicago « New Center Bldg., Detroit * 155 Montgomery St., San Francisco 
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Singer Salesmen 
Reach Out for 
Medical Market 


New York, Oct. 29.—Stitching up| 
a pair of pants seems to have little | 
in common with suturing a wound | 
after an operation, but to Singer 
Sewing Machine Company salesmen 
all types of sewing represent pros- 


pects. 
Members of Singer’s industrial 
division sales. staff have been 


brought into contact with the surgi- 
cal field as a result of the company’s 
new stitching instrument, which 
was placed on the market last June 
and which has been favorably re-| 
ported in medical journals. The| 
device is said to be capable of 


handling swiftly and efficiently all 


FOR DECEMBER 1942 1020 


~ Ourn00rs 


IS IT ON YOUR SCHEDULE? 


'steel has been 


OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


known types of surgical stitches, as 
well as several new varieties. 

Although all production of home 
sewing machines and many of the 
4,000 different types of industrial 
machines made by Singer is out for 
the duration, a high priority rating 
has been granted in behalf of the 
new surgical stitcher and sufficient 
allocated for con- 
tinued manufacture. 


Explains Limitations 

A recent Singer advertisement in 
medical journals took occasion to 
apologize to the profession for the 
company’s inability to handle the 
flood of inquiries stimulated by 
demonstrations at medical and hos- 
pital conventions. Explaining that 
“Battle Wagons Come First,” Singer | 
pointed out that production had 
been delayed by raw _ materials 
shortages. The stainless steel used 
in four of the surgical stitchers is 
equivalent to the material needed 
for one ranger’s rifle, copy said. 

“Further than this, the few thou- 
sand stitchers Singer had on hand | 
are going rapidly to meet the needs | 
of physicians in the armed forces. 

“Now, however, some steel has 
been allocated for the manufacture 
of more instruments, and we will 


soon be able to supply a part of | 
the demand of surgeons in civilian | 
practice.” 


An integral part of the merchan- 
dising set-up used for the surgical 
stitcher is a corps of trained dem- 
onstrators, girls who work out of 
Singer’s 45 industrial division 
branches throughout the country. 
The girls officiate at professional 
conventions and subsequently give 
demonstrations at the request of 
surgeons in their own offices. In 
many instances the demonstrator 
closes the sale, but in other cases 
salesmen make follow-up calls. 
The surgical unit, complete with an 
assortment of needles, sells for $55. 

Special training films have been 
prepared to acquaint the industrial 
salesmen with the full story of the 
stitcher and with sufficient infor- 
mation about the instrument’s uses 
to enable them to discuss the prod- 
uct intelligently. Included in one 
film is an 18-minute sequence that 
shows an actual operation in which 
the stitcher is used. 

Promotion of the instrument has 
brought in its wake not a few gag 
inquiries, the most frequent of 
which are expressions of bewilder- 
ment over how a human body can 
be inserted into a sewing machine. 


To Erwin, Wasey 

Erwin, Wasey & Co., Ltd., London, 
has been appointed to handle Brit- 
ish advertising for the Carnation 
'Milk Company, Milwaukee. 


Another CARLING’S 
poster carries THE SEAL 
OF LITHOGRAPHIC 


MERIT 


CONTINENTAL 
LITHO. 
core. 
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TIES IN WITH WAR EFFORT 


“The wisest words that | can say 


I couldn't join up- 


CG 


so I signed up! 


‘We can't all ight but we cow all serve! Whether as 


clerk or ourse's aid, we can do our bit for civil de- 
fense. Today it is 


vafashionable to be enoccupred! 


ded Serarghe Whishies. the seracghe whiskies im this 
product are 3 YEARS OR MORE OLD, 90 proof, The Gibsoe Distilling Co., Aladdia, Pa 


aut rard warden of airplane spomer, telephone report , 


1. Now here's « pownt you ought to kaow: 
When you buy Seamps—\ s dowble dough! 


cael 


B War Scampes buy bullets every time 


&. Buy Scamps—chat’'s wher your change is for 
At table, bar or liquor store! 


wert Disnllers Corp. New Yi 
puanDeD WHY Cane Bou Rha Prool 65% Gee 0 Newel Sperm 


Spe tas Presl7214% Gram Neves Samm 


Stagg-Finch Distillers Corp. now devotes most of its newspaper advertising space 
to promotion of vital war activities, including bonds, conservation, civilian de- 


fense services. 
Pennsylvania newspapers. 


Two and three-hundred line insertions are running ‘weekly in 13 
Meanwhile, Calvert copy plugs stamp and bond sales. 


Federal Advertising Agency handles the Gibson account, while Lennen & Mitchell 
is the Calvert agency. 


| by Tri-Vision, 


‘Three- Dimensional 
Pictures Aid 
‘Surgical Work 


New York, Oct. 27.—A three-di- 
mensional X-ray camera, developed 
Inc., is the latest 
boon offered to a war - pressured 
medical profession. Army and 
Navy medical corps were quick to 
seize upon the new invention and 
are now buying the major portion 
of all units being manufactured. 

Since the new film, which is of a 
cellulose acetate base, reveals depth 
as well as length and breadth, doc- 
tors will now be able to measure 
accurately just how deep an in- 
cision must be made when probing 
for a bullet or other foreign matter. 
Guesswork will be eliminated en- 
tirely and proper diagnosis will be 
possible. 

Another valuable application will 
be found in the engineering field, 
where X-rays are used to discover 
flaws in metals and welded joints. 
The third dimension of depth will 
be of immeasurable value in de- 
termining first, whether the flaw is 
vital, and secondly, the proper 
method of correction. 


Although Tri-Vision, Inc., will 
concentrate all efforts for the dura- 
tion on production of the new X-ray 
cameras and film, after the war the 
fields of commercial and amateur 
photography will receive equal at- 
tention. At the present time it is 
possible to obtain a third dimen- 
sional photographic negative, but 
difficulty has been encountered in 
making prints. A few trials have 
been made in gravure printing, 
however, and some degree of suc- 
cess has been attained with one 
color. Little trouble is anticipated 
in overcoming the hurdle of satis- 
factory prints after the war, though, 
when sufficient attention can be 
given to consumer uses of the pro- 
cess. 


Joins Free & Peters 


Robert S. Collins has resigned as 
Chicago sales manager of News- 
paper Groups, Inc., to join the Chi- 
cago sales staff of Free & Peters, 
Inc., radio station representative. 


Two to S. D. Lyon 


S. Duane Lyon, Inc., New York, 
has been named agency for the Re- 
tort Pharmaceutical Company, Long 
Island City, and Walter Thornton 
Modelling Agency, New York. 
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PRODUCT INFORMATION IS |= 
MORE VITAL NOW THAN EVER 


oe 


$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52,- 
000 active plant operating men 
in the larger plants in all indus- 
tries .. . when and where they 
now look for their current oper- 
ating requirements. Details? 


Write for “The IEN 


PLAN.” rr 


INDUSTRIAL EQUIPMENT NEWS |= 


Thomas Publishing Co., 461 8th Ave.,New York, N.Y. | == 
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‘ie NAZIS, as you know, have used propaganda 
as a weapon of war more effectively than any 
other government in history. 


It was actively responsible for their quick de- 
feat of Poland, Belgium, Holland, and France. 
Such propaganda is now being used in the United 
States with more success than most people realize. 


The reason Goebbels’ machine is successful is 


because it is organized. To beat it at its own game, 


America needs organized effort, too. 


Now, there is no group in America officially or- 
ganized to combat Goebbels’ chief form of propa- 
ganda—rumors. But if every business executive in 
America will appoint himself a Rumor-Warden, 
we will have a voluntary organization that can 
throw a very large monkey wrench in Goebbels’ 
mac hinery. 


rar at Pia eo 
Ta P Mads YF ale ith 


Business executives are particularly fitted to take 
over this job. 


Their minds are trained to question statements, 
to get to the bottom of things, to sift the true from 
the false, so that when a lie whelped by Goebbels’ 
organization is repeated to them, they are quick 
to recognize it as Berlin-born. And when they 
point out its origin, their opinion carries weight. 


Because there is no organization to ask him to 
appoint himself a Rumor-Warden, every execu- 
tive will have to appoint himself. So—will you ap- 
point yourself one? 

Will you, every time someone repeats an un- 
verified story to you, show the teller how it could 
be an Axis lie, and urge him not to repeat it? 


And will you also urge him not to pass on any 
other “hot news” until he checks it against the 
following questions? 


Will you throw this 


in the Nazi machine? 


1. Does it hurt morale? 


2. Does it make you distrust your government, 
business, labor? (Divide and Rule is Hitler's 
policy.) 


3. Does sucha rumor tend to discredit our Allies? 


4. Who would benefit most by spreading this 


rumor—our enemies or the United States? 


THERE’S A JOB TO BE DONE! WON’T YOU HELP 
DO IT? 


YOUNG & RUBICAM, INC. 


advertising 


NEW YORK + CHICAGO + DETROIT * SAN FRANCISCO 


HOLLYWOOD + MONTREAL + TORONTO 
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Lucky Strike and 
Pall Mall Deny 
FIC Allegations 


Washington, D. C., Oct. 28.—The 
American Tobacco Company and 
the American Cigarette 
Company this week denied virtu- 
ally every charge made by the Fed- 
eral Trade Commission in com- 
plaints alleging ‘“misrepresentation” 
in the advertising of Lucky Strike 
and Pall Mall cigarets. 

The maker of Lucky Strike went 
further in its answer, with a count- 
ercharge that the FTC complaint, 
in certain sections, “does not cor- 
rectly set forth the representations 
made by the respondent in advertis- 
ing Lucky Strike cigarets.” 

A parallel charge was made in the 


We're Working Day 
and Night to Help 
Win This War. 


| 
& Cigar | 


press by S. Clay Williams, chairman 
of the board of R. J. Reynolds To- 
bacco Company, when the FTC 
moved against the copy claims of 
Camel cigarets last August. Mr. 
Williams claimed that the commis- 
sion’s attorneys were “putting words 
in our mouths.” 

The Lucky Strike answer ad- 
mitted that in 1936 the tobacco 
firm’s advertising copy represented 
| that Luckies are less acid than other 
popular brands, and that in 1940 it 
disseminated advertisements that 
Luckies contain less nicotine. 

Denies Other Allegations 


The answer denied allegations 
that Luckies are not “toasted,” that 
they do not have twice as many ex- 
clusive smokers among tobacco ex- 
perts as have all other cigarets com- 
bined, that they are as irritating to 
the throat as competing brands and 
do not offer throat protection or 
protection against throat irritation. 

The answer also held that the 
American Tobacco Company has 
consistently paid higher average 
prices than the average of the mar- 
ket, and has purchased what, in its 
judgment, were the lighter, the 
finer, the milder tobacco — “the 
cream of the crop.” 

Although admittting that it is 
oe the only cigaret manufacturer 
that purchases “the better grade,” 


ADVERTISING AGE 


|Lucky Strike 


the complaint stated that the to- 
bacco used in Luckies is, in the 
judgment of the manufacturer, bet- 
ter in quality for purposes of smok- 
ing than the tobacco purchased and 
used by manufacturers of competing 
brands. Each contrary FTC charge 
was denied. 

The Lucky Strike answer also re- 
vived an earlier FTC examination 
of the “toasted” claim, begun in 
1930, including representations that 
(a) a definite number of physicians 
had stated that Lucky Strikes are 
less irritating to the throat than 
other cigarets and (b) that Lucky 
Strikes are “toasted’”’ and therefore 
less irritating to the throat than 
competing brands of cigarets. 

In the course of this investigation, 
the American Tobacco answer held, 
the entire subject of the efficacy of 
the “toasting” process was investi- 
gated by the commission, and after 
a hearing and a report of the now- 
abandoned “Board of Review,” the 
commission declined to consider 
the advertising with respect to the 
“toasting” process as an_ unfair 
method of competition. 


Pall Mall Defends Claims 


The answer further held that the 
commission had dismissed an ap- 
plication for the issuance of a com- 
plaint following a stipulation that 
advertising would 


| state that cigarets were furnished 


|to physicians testifying to the “less 
|irritating” qualities, and that their | 
opinions were based upon their own 
smoking experience. 

The Pall Mall answer admitted 
claims that the throats of Pall Mall 
smokers are protected by the cigar- | 
ets; that the greater length of Pall 
| Malls “filters the smoke,” providing | 
'a less irritating smoke, and getting | 
|rid of heat and bite; and that finger | 
| stains become lighter and disappear 
completely when Pall Mall cigarets 
are smoked. 

The answer denied FTC allega- 
tions that the coat-of-arms on the 
Pall Mall packages is similar “in 
design, form or pattern” to the coat- 
of-arms of the British Royal family 
jor any other British coat-of-arms, 
or that they are made in London. 

It stated flatly that the repre- 
sentations made in advertising Pall 
Malls have been and are true. 

Hearings will be held on both 
cases, as well as the pending FTC 
cases against R. J. Reynolds To- 
bacco Company and Philip Morris 
& Co., Ltd. 


‘ONLY 3’ BODIES TESTED 
CLOTHES, RICHMAN HOLDS 
Washington, D. C., Oct. 27.—The 
Richman Brothers Company, Cleve- 
land, Ohio, has denied FTC charges 
|that advertising claims that its 


SERVICE BUSINESS ilar 


Here are a few ways in which many firms 
are sending service business to their dealers, 
thereby helping them carry on during the war: 


@ To offset the 


loss of new radio sales, the 


General Electric Company’s national adver- 
tising is directing the public to their dealers 
for radio service, and using Trade Mark Ser- 
vice in Classified telephone directories to 


identify them. 


@ Proctor Electric Company wants to be sure of 
satisfactory performance of electrical appli- 
ances their dealers have sold. As part of their 
national advertising campaign they have sub- 
scribed to Trade Mark Service and are listing 
their authorized factory service stations. 


@ The Easy Washing Machine Corp. which has 
used Trade Mark Service for years is urging 
their dealers to take advantage of their guar- 
anteed war-time service plan and to retain 
their Trade Mark listings to obtain more 
service and repair business. 


3 % 


When your trade mark is displayed in the Classified 
section of telephone directories together with your 
authorized dealers identified under it, you make it 
easy for prospects to find them. The public appreciates 
this point-of-sale information. 
public relations and good will. 


Ae Ole (rum TONWAET 6 ERODE Ne Man beng tare Sorveee 


FREE CLOTHING 
STORAGE FOR 


THE DURATION 
(Or Until You're Back) 


erful 
that will be ample re 


ward for iny small favors we can do now! 


ed 


Schwartz & Grodin used Oakland, Ca! 
newspapers recently to make this unus- 
ual offer to servicemen. The agency 
Theodore H. Segall Advertising Agency 
San Francisco, offers proofs of the copy 
to other retailers who like the idea. 


clothes were “recommended by 3@|! 
consumers’ research bodies” were 
misrepresentations. 

In an answer filed with the FTC 
over the weekend the clothing chain 
admitted making such claims “only 
six times in 1938 and two or three 
times in 1939.” 

During the years 1936-39, there 
were only three consumers’ research 
bodies organized and existing for 
the purpose of testing and rating a 
substantial cross-section of nation- 
ally known consumers’ goods, ac- 
cording to the Richman firm, and 
during those years each of these re- 
search bodies recommended Rich- 
man clothes first in the low-priced 
field. 

The answer denied the FTC alle- 
gation that there were numerous 
other rating organizations engaged 
in consumers’ research work. It 
further asserted that the representa- 
tions in Richman advertising were 
true, but that they have not been 
made since 1939. 


Three Join Canadian 
Information Board 


Harold Garner, publisher and 
general manager of the Examiner, 
Peterborough, Ont., has been ap- 
pointed to an executive position on 
the Canadian Wartime Information 
Board. 

Hugh Campbell, who was general 
press representative for Canadian 
Pacific Railway in western Canada, 
will head the board’s Washington 
bureau, and E. George Smith, for- 
merly managing editor of the To- 
ronto Globe and Mail, and James 
Oastler, formerly of the Montreal 
Star, will also serve in that bureau. 


Kelley to New Post 


Philip J. Kelley, executive with 
Kelley-Clarke Company, San Fran- 
cisco, has been appointed Western 
sales manager of Western Sugar Re- 
finery and Spreckels Sugar Com- 
pany, San Francisco. 


It helps build good 


A Directory Advertising Representative will gladly 
discuss your war problems and cite how 


this tested plan may aid your business. 
You can reach him by calling the tele- 


phone business office. 


attention. 


Branch service ms 


t 
prices ae 1 rorde-in 
Liberwaintained for your 


suix Baer & Fuller © inn av oth to 700 S$ 


factory 


r 
Meinspection 
_. Gua ran- 


; Factory 


allowan protection 


y IT” 


“WHERE ro Pe BRANCH 


DEALERS 
Mundell Appliance Service 4 57 Easton GO oatettw-1100 


atri-6500 


DISPLAYS 


Now Helping Sell the 
Axis on the Idec Thet 
“Crime Doesn't Pay’ 


The materials formerly used" 
Union Steel Displays sow # 
going into war materials helP 
ing display to the enemy '* 
futility of world conqu« Res 


assured, when Victory's 
materials will again g 

displays you know so w 
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Blue Tops All Networks 


in New Accounts 


Here's a Report to Advertisers and Agencies on the 
First Nine Months of the Blue Network's Inde- 
pendent Operation—On Its Big War-time Upswing 
and its Pioneering and Progress. 


As the Blue Network enters the last 
lap of its first year of independent 
operation, we believe it is time to 
report comprehensively on _ the 
strides we have made since January 
1, 1942. 

We don’t need to remind you that 
the BLUE went on its own almost 
immediately after America entered 
the war. Right from the start the 
challenge was thrown on our door- 
step—and we had to prove that we 
could adjust to the problem of war- 
time service to the nation efficiently 
and quickly. We are glad to say 
that, despite severe restrictions on 
equipment and personnel, we have 
more than met this challenge. We 
have already proved that the Blue 
Network is especially well geared to 
handle advertising governed by 
wartime conditions. 


It was no miracle that accom- 


plished this. It was hard, aggres- 
sive work and imaginative good 
sense on the part of all our staff. 
Among us we have created a new, 
constructively competitive spirit 
that shows clearly in Blue Network 
programming, news commentary, 
sales promotion, audience building. 
We have made it easier and more 
economical for advertisers to get 
nationwide network coverage when 
they buy BLUE. 


Biggest Innovation 


Our biggest innovation came when 
the Program Department let down 
the bars to independent program 
producers who could not put on 
really first-class shows. This 
brought a keener sense of competi- 
tive showmanship into sustaining 
programs. Consulting with our Sta- 
tion Advisory Committee, the De- 


( Advertisement) 


partment went to work to produce 


listeners wanted. Yes, the BLUE 
always did have the cream of “seri- 
ous” sustainers. But now these are 
supported by what we believe is the 
finest schedule of popular sustaining 
programs offered by any network. 


New Headliners 


And speaking of popularity, we be- 
lieve that the BLUE now offers 
some of the best listening on the air 
—top-ranking shows to appeal to all 


taste in programs. In News, for 
example, which is one of the most 
important services radio can rende1 
the public today, the BLUE has 
some of the biggest names—not only 
reporters, but commentators who 
make the news make sense. We 
know the BLUE leads in children’s 
programs. Just check off all the top 
“kid shows” you've ever heard of 
and most likely they’ll be on the 
BLUE. Music? The nation’s top 
bands every night in the week. 
| Variety? Comedy? Mystery? Quiz? 
Audience participation? The BLUE 
has them all—including that sensa- 
tional new type of daytime show 


Account 
Amer. Cigarette & Cigar Co.— 
Pall Mall Cigarettes 
Bristol-Myers—Minit-Rub 
Clipper Craft Clothes— 
Trimount Clothing Co. 
Coca-Cola 
Cream of Wheat 
Ford Motor Co. 
General Foods—Post 
General Mills—Kix 
General Mills—Wheaties 
Hall Bros, 
Lance Ine. 
Mail Pouch Tobacco Co. 
Minneapolis-Honeywell 
Cc. F. Mueller—-Macaroni 
Northwestern Yeast Co. 
Sherwin-Williams Co 


Toasties 


Sloan's Liniment 
Socony-Vacuum 
Texas Co. 
Wander Co.—Ovaltine 
Wheeling Steel Corp. 
Wilson Milk Co. 


Oil 


Account 
Austin Studios 
A. 8S. Boyle Co. 


Chlorine Solutions 
Fisher Flouring Mills 
General Mills—Cheerioats 


Nestle’s Milk Products 


Tide Water Associated Oil 
Washington Coop. Egg & 
Poultry 


Account 
Adam Hat Stores 
Bristol-Myers—Mum 


Carter Products—Arrid 
Carter Products 

Carter's Little Liver Pills 
Cummer Products—Energine 


Hecker Products—H.O., 
Ironized Yeast 
Jergens Lotion 


Oats 


Jergens—Woodbury Soap 
Miles Laboratories 

Alka Seltzer & Vitamins 
Miles Laboratories— 

Alka Seltzer & Vitamins 
Serutan Co, 
Sun Oil Co. 


Swift & Co.* 
Williams Shaving Cream 
Williamson Candy 


Oh Henry Candy Bars 


Account 
Langendorf United Bakeries 


Neighbors of Woodcraft 
Skinner & Eddy Corp. 


*Starting 
stead of 83 


November 3, 
stations. 
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Blue Network’s Roll of Advertisers 


as of October 23rd, 1942 


NEW ACCOUNTS—COAST TO COAST 


Program ‘Title 


Fields” 
Tavern" 


“Gracie 
“Duffy's 


Mon, 
Tues. 


“Dorothy Thompson" Sun. 9:45-10:00 PM 
“Spotlight Bands” Mon. through Sat. 9:30-9:55 PM 
“Breakfast Club” Fri. & Sat. 9:45-10:00 AM 


“Watch the World Go By” 


“Don Winslow of the Navy” Mon. 


“Lone Ranger’ Mon., Wed., Fri., 7:30-8:00 PM 
“Jack Armstrong” Mon. through Fri., 5:30-5:45 PM 
“Meet Your Navy” Fri. 10:00-10:30 PM 

“Sunday Toastchee Time” Sun. 4:30-5:00 PM 

“Counterspy” Mon. 9:00-9:30 PM 

“Alias John Freedom" Every 4th Monday 10:15-10:45 PM 
“Morning Market Basket" Wed., Thurs., Fri., 10:00-10:15 AM 
“Songs of a Dreamer” Mon., Wed., Fri, 10:00-10:15 AM 
“Met. Opera Auditions of Sun. 6:30-7:00 PM 


the Air” 
“Gangbusters” 


: Fri. | 
“Raymond Gram Swing” 


Mon. 


“Metropolitan Opera” Sat., 
“Captain Midnight” Mon. 
“Musical Steelmakers"” Sun. 
“Smile Awhile” Mon., 


NEW ACCOUNTS—PACIFIC COAST 


Program Title Period 

“Hero of the Week" Sat. 6:55-7:00 PM (PWT) 

“Breakfast at Sardi's” Mon., Wed., Fri, 9:55-10:00 AM 
(PWT) 

“Breakfast at Sardi's” Sat. 9:45-10:00 AM (PWT) 

“Breakfast at Sardi's” Thurs, 9:45-9:50 AM (PWT) 

“Hop Harrigan” Tues. through Sat. 6:00-6:15 PM 
(PWT) 

“Breakfast at Sardi'’s” Wed. 9:40-9:45 AM (PWT) 

Sat., 9:30-9:45 AM (PWT) 
“Football” Sat. 2:00-5:00 PM (PWT) 
“Breakfast at Sardi's” Tues. 9:40-9:45 AM (PWT) 


ACCOUNTS CONTINUING—COAST TO COAST 


Program Title 
“Boxing Bouts” 


“In Person—Dinah Shore” Fri, 8:15-8:30 PM 
“Jimmie Fidler from Holly- Sun. 9:30-9:45 PM 
wood" 
“Inner Sanctum” Sun. 8:30-9:00 PM 
“Manhattan at Midnight” Wed. 8:30-9:00 PM 
“Moylan Sisters” Sun. 5:00-5:15 PM 
“Good Will Hour” Sun. 10:00-11:00 PM 
“Jergens Journal with Sun. 9:00-9:15 PM 
Walter Winchell” 
“Parker Family” Sun. 0:15-9:30 PM 
“Quiz Kids” Sun. 7:30-8:00 PM 
“Lum & Abner” Mon, through Thurs. 8:15-8:30 PM 
“Drew Pearson” Sun. 6:30-6:45 PM 
“Lowell Thomas Mon. through Fri. 6:45-7:00 PM 
The Day's News" 
“Breakfast Club” Thurs., Fri., Sat. 9:30-9:45 AM 
“True or False” Mon. 8:30-9:00 PM 
“Famous Jury Trials” Tues. 9:00-9:3. PM 


ACCOUNTS CONTINUING—PACIFIC COAST 


Program Title Period 
“Red Ryder” rues Thurs Sat. 7:30-8:00 PM 
: (PWT) 
‘“Grandpappy and His Pals” Sun. 9:00 PM (PWT) 
“Breakfast at Sardi’s” Mon. through Fri. 9:35-9:40 AM 
(PWT) 
Swift increases from three to five mornings weekly over 143 in- 


7 Days a Week 8:00-8:15 PM 


5:30-6:00 PM 


Various Days and Times 


Period 


through Fri., 
8:30-9:00 PM 


9:55-10:00 PM 


through Fri. 6:00-6:15 PM 


1:00-9:30 PM 
through Thurs. 
2:00-5:00 PM 
through Fri 


10:00-10:15 PM 


5:45-6:00 PM 
Wed., Fri., 11 


30-11:45 AM 


Period 


more of the kind of programs more | 


| helped build listenership for other Blue 


age groups and to every conceivable | 


' 
“Breakfast at Sardi’s” 
women listeners all agog. 


that has 


Economical Coverage 


ments, though we have lost 5 sta- 
tions to other networks, 32 new sta- 
tions have joined up with the BLUE 
since we started paddling our own 
canoe. This gives us a total of 142 
stations. To meet special require- 
ments a substantial number of extra 
stations is available to the 
BLUE. And here’s one of the Big 
Reasons behind the BLUE’s attrac- 
tion for smart advertisers. There's 
a minimum of overlapping between 
BLUE stations. Our policy is to 
locate 50,000 watters only in places 
| that justify the cost. Now the BLUE 
not only gives primary coverage of 
47 out of 50 leading markets—coast- 
to-coast it serves a total of 73.8% 
of the nation’s radio homes; concen- 
trated chiefly in the 561 counties 
where 81% of retail sales are made 
and where the largest proportion of 
wartime production is centered. 
Reckoning by the number of fami- 
lies reached in their homes for each 
dollar spent, the BLUE is the most 
economical advertising medium you 
can buy. 


also 


Wartime Pioneering 


In still other ways we have pio- 
neered in helping advertisers get 
the most for their wartime dollars. 
| We knew there were many manu- 
facturers whose production had 
been either curtailed or absorbed 
by the war effort and we knew they 
didn’t want their old friends to for- 
get them. So we developed our 
“Teamed Sponsorship’—a “kilocycle 
built for four” which neatly fills the 
| bill for advertisers who might other- 
| wise have been war casualties. 
Ours was also the first network to 
jadopt the 2% cash discount prin- 
|ciple. We pioneered the “daytime 
‘flat rate” that permits advertisers to 
|buy nationwide radio time just as 
they buy space in national maga- 
zines, on a unit basis. In the past 
several weeks we've carried a num- 
ber of “Victory Broadcasts” built 
around an Army or Navy E Award 
made to companies engaged in war 
production. The success of these 
-new-type broadcasts has been 
widely commented on by listeners 
and sponsors. 


Keep ‘em Remembering 


There’s one other job, too, that de- | 


serves special mention, the job our 
staff is doing on a particularly im- 
portant wartime function of adver- 
tising. That job is 
remembering.” 


to “keep ’em 
A campaign in trade 
papers has forcefully reminded ad- 
vertisers of the need of maintain- 
ing Good Will even though stocks 
may be down to nil. Then, through 
audience promotion and _ publicity, 
we are attracting more and more 
listeners to Blue Network programs 


NEW BLUE SHOWMANSHIP extends to public service programs . . 
by the recent Bond Night on the Blue. 
| headquarters the night of this highly successful program which, as a by-product, 


But getting back to new develop- | 


. as typified 


Above shows Blue personnel working at BLUE 


Network programs. 


every day—keeping that Good Will 
alive in a manner that’s going to 
| pay dividends when this war is over 
| and won. 

Another big part of our audience- 
| building job is the keener, livelier 
| showmanship now found not only in 
BLUE Commercial programs but in 
| the war service programs for which 
|}we have been acknowledged the 
leader. We are particularly proud 
of the Blue Bond Night program 
that brought in $10,303,369 worth of 
| pledges by 4 a. m. the night of the 
'show and won enthusiastic applause 
from Secretary of the Treasury 
|Henry Morgenthau, Jr. He tele- 
graphed our president, Mark Woods: 
|“Please accept the thanks of the 
Treasury Department for the grand 
job the Blue Network did Saturday 
night. Bond night on the BLUE 
was an outstanding contribution to 
the war effort. The show was mar- 
velous and the results were far 
beyond the Treasury’s expecta- 
tions.” 


30 New Accounts 


Now that the fall season is already 
|}under way, we’re sorry “Easy Aces” 
and “Mr. Keen” have left us. We 
hope they'll be back on the BLUE 


KAY LORRAINE . . . current diva in "The 
| Chamber Music Society of Lower Basin 
| Street."’ This famous program which served 
|as a stepping-stone for Dinah Shore and 
|Zero Mostel is typical of the popular- 
|appeal sustainers now attracting bigger 


| audiences to the BLUE. 


soon. But, since the first of the 
| year, the BLUE has added 30 new 
advertisers (not including our “Vic- 
tory Broadcasters”) to its list of 
sponsors—more than any other net- 
work. This is real “proof of the 
pudding.” It proves that today 
“Better Buy Blue” is no longer just 
a slogan. It’s what more and more 
advertisers who have watched our 
progress during our first independ- 
ent year are saying among them- 
selves. We're proud of our standing 
with advertisers and we're confident 
of continuing to merit their belief 
in us. 

THE BLUE NETWORK 
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Strengthening the Home Front 


We are in a war economy, which 
puts military requirements first. 
Thus war industries get high prior- 
ities on necessary equipment and 
materials and will be given first call 
on power, transportation and man- 
power. Yet it is obvious that proper 
support of our fighting men involves 
maintenance of the essential needs 
of the civilian population. This is 
not a “civilian economy” as opposed 
to a war economy, but it is an indis- 
pensable part of that regime. 

We hear talk of shortages of con- 
sumer goods, shortages of man- 
power for industries supplying 
civilian needs and necessary restric- 
tion, through rationing, of civilian 
consumption. In the case of such 
imported products as sugar and 
coffee, the reason, in terms of ship- 
ping and cargo space, is obvious. 
In the case of many other products 
the shortages are due principally to 
a combination of ceiling prices and 
restrictions on the work week of 
producers. 

Robert P. Vanderpoel, able finan- 
cial editor of the Chicago Herald- 
American, has been leading a fight 


for reconsideration of our working | 


program. 
he has been asking for many 
months, when our workers are on 
a 40-hour week, as compared with 
the 50 to 70 hours of production 
supplied by the workers of enemy 


How can we win the war, | 


countries? His question was aimed 
first at the need for stepping up 
the work week in the war indus- 
tries, and now he has turned his 
attention to the consumer goods 
field. 
sumer supplies and the prevention | 
of inflation are involved in _ his 
recommendation. 

In an open letter to James F.| 
Byrnes, director of the Office of 
Economic Stabilization, Mr. Vander- 
poel reviewed the measures which 
have been adopted for the purpose 


Both the maintenance of cone | 


"If we only could!” | 


IT'S THE VICTORY SPIRIT 


Information 
| for 


Advertisers 


The following documents may be 
secured without charge from com 
panies sponsoring them, or throug), 
ADVERTISING AGE, by any nationa 
advertiser or advertising agency 
executive writing on his busines 
letterhead. 


No. 2065. 16 Snapshots of the Li 
Angeles Market. 
Individual folders for the 16 are: 
and the whole Los Angeles metr: 
politan area are contained in th 


market study issued by the Los A: 
geles Daily News. Based on 194 
census figures, the material includ 
an analysis of the population, dwe}- 
lings, employment and other ma: 
ket information. A newspaper 
circulation analysis is also provide. 


No. 2066. The Story of the Leathe 
neck. 

The story of its founding, oper: 
|tion and readership is told in th 
folder issued by The Leathernec! 
the magazine of the United Stat 
| Marines. Some historical facts abou! 
/the Marine Corps are included. 


| No. 2067. Oil and Water Do Mix- 
in Wichita Falls. 


The Katz Agency has issued th 
|folder, which tabulates populatio: 


Liberty | 


Ad-libbing 


Letter from Washington 
“Dear Sid: 

“I’m glad to have your note of 
Monday. 

“Not only does it express suc- 
cinctly the question, ‘What Can I 
Do?’ that’s on the lips of every 
‘small’ advertising man. It strikes 


of combatting inflation, and added: ito the core of the weakness of the 


“The sixth means of 


inflation is increasing the output of | 


consumer goods. Quite obviously, 
anything that can be done in this 
direction is all to the good. Yet as 
far as we can learn, this phase of 
the problem has not been given 


ernment department or agency. I 


em confident that you would not| 


suggest that nothing could be done 
along this line. If something can 
be done, shouldn't we get busy and 
do it?” 

Mr. Vanderpoel’s recommendation 
is to take the penalty off extension 
of the work week which now in- 
volves overtime pay and therefore 
is impossible under price ceilings, 
and permit industries supplying 
civilian goods to increase their out- 
put, as many would be able to do. 


An Unnecessary Publication? 


Since July the bureau of cam-| Board is asking publishers to pre- 


paigns of the Office of War Infor- 
mation and the Advertising Council 
have been going through the labor 
pains of producing the first issue of 
an official “Guide to War Time Ad- 
vertising.” Present plans call for 
a monthly house organ, published 
by OWI and executed by the Ad- 
vertising Council, to report such 
news as government rulings on 
advertising costs, and tell advertis- 
ers, agencies, publishers and broad- 
casters how they can cooperate with 
government campaigns on rationing, 
transportation and war bonds. 

We find it difficult to see the need 
for a new publication of this kind, 
especially in view of current efforts 
of OWI to reduce the number of 
publications issued by the Depart- 
ment of Commerce, Department of 
Agriculture and other government 
agencies in order to avoid duplica- 
tion, eliminate waste and streamline 
government publishmg to wartime 
needs. And likewise it is difficult 


to justify this activity at the very | 
Production 


time when the War 


pare to accept drastic cuts in their 
supplies of paper and metals. 

ADVERTISING AGE, along with other 
publications in the advertising and 
publishing field, has offered to sup- 
ply not only editorial facilities but 
advertising space without charge 
to OWI for the dissemination of in- 
formation regarding advertising’s 
part in the war effort. The Gov- 
ernment Printing Office is loaded to 
the guards. Why burden it still 
further with a publication job which 
at best will merely duplicate exist- 
ing facilities? 

And if OWI believes there should 
be a special publication for the ad- 
vertising media field, will it like- 
wise find it necessary to establish 
publications to supply wartime in- 
formation to all other business 
groups? Or to establish its 
daily newspaper or 
facilities to 


own 
broadcasting 
inform the public of 


governmental activities and _ poli- 
cies? 
Let’s take another look at the 


“Guide to War Time Advertising.” 


|‘grass roots’ level. 


even passing thought by any gov- | 


fighting | present war information setup. 


“Neither the thinking nor the 
| planning, certainly not the organ- 
ization has yet penetrated to the 
This is true of 
| both the Office of War Information 


j and its quasi-official civilian agency, 


ithe Advertising Council. 

“Not that Ken Dyke, Bill Lewis, 
| Drew Dudley, Bart Cummings, Paul 
Bolton, Chuck Tyler and the other 
advertising ‘go-getters’ in the gov- 
ernment aren't doing a good job. 
They're just beginning to get their 
feet on the ground, to gain the re- 
spect and confidence of their su- 
periors, and to patch up some of the 
bomb-craters left by the boys who 
swarmed all over the Mall last 
spring with super easel presenta- 
tions of ‘million dollar’ paid cam- 
paigns to sell the people on the war. 

“Not until these younger admen 
complete their organizing and 
planning job, and clear the decks 
| for action—perhaps only a matter of 
weeks—should the agency men you 
wrote about, or any other, start 
ringing doorbells in Washington. 

“That doesn’t mean they should 
be idle. 
| “There’s plenty to be done on the 
|home front. Plenty of planning. 
|plenty of organizing. Plenty of just 
| plain, hard-boiled thinking. 

“The first and most important job 
lis to set new horizons for advertis- 
ing agency service to their present 
clients. 

“So-called ‘civilian industries’ are 
going to take a terrific pasting from 
shortages of materials and man- 
power, from bans on cross-hauling, 
|\from concentration orders, from 
price-squeezes, during the coming 
months. 

“An alert agency's first responsi- 
bility is to learn the ‘reason why’ 
|behind necessary government acts, 
and to see that client, supplier and 
consumer alike have the facts. The 
business man whose advertising 
agency has kept a jump ahead of 
the news will fight a better war, 
and will be better prepared to meet 
the shock of peace. 

“The second responsibility is to 
his own community. 

“The first big paid advertising 
campaign promoted by the Adver- 


|}occupied dwelling units and reta 
‘sales for the Wichita Falls retai! 
| trading zone comprising nine Texa 
|counties and three in Oklahom: 
|The folder describes the diversified 
| tising Council, the salvage drive, hit | business of the area, and includes a 
tough sledding. Not because Leo circulation analysis of the Wichita 
Burnett and his talent pool and Mc- Falls Times and Record-News. 
Cann-Erickson did a poor job. They 
did a swell one. But because they 
depended upon 20,000 volunteer 
salvage committees, supposedly set | 


|No. 2068. Newspaper Market Fold- 
ers. 


The Branham Company has avail- 


up by the WPB and the Office of | able for distribution a new series of 


Civilian Defense, for follow-through. | market folders for — us ee 
Not until the newspapers stepped | 224 their trading ~— each folde! 
tL sY 2 ape 4c. ;| containing a map showing allocation 
in to organize their communities in of circulation of the newspaper rep- 
September was a really thorough |resented by Branham. The materia! 
advertising, sales promotion and ‘includes facts about population, 
merchandising job done. Now the sales, retail and wholesale outlets, 
steel mills are getting the scrap. | names of drug and grocery chain 
“The home-front problem of this/| and other data. 
war — manpower, inflation, price- | 
control, rationing, transportation, | No. 2069. The Western 
fuel conservation, salvage, health, | Rural Market. 
vocational training and postwar | The Country Guide, Winnipe 
re-employment—vary from state to|has issued this brochure, which 
state, from city to city. The poli-| gives an up-to-date picture of the 
cies, the master-plans, the speeches,| farm market of western Canada. 
the coordination can come from It contains an analysis of the dis- 
Washington. But the ‘know how’ tribution of population and number 
and the ‘get it done’ must come |0f retail stores by type; number and 
from Chicago, from Glendale, from | distribution of farms; an article on 
Pawtucket. the effect of war on prairie agri- 
“The big job your small agency Culture, and a wealth of detailed 
men can do is to organize local cam- | Market information. A section is de- 
paign machinery through their ad- voted to the Guide, its editorial pol- 
vertising clubs; through chambers icy, services and readership. 
of commerce, civilian defense coun- 
cils, or the regional offices of OWI. No. 2003. 
Then, when Washington and New Inks. 
York swing into the groove, things The history of the art of ink 
will happen. The smaller ad clubs’ making and how the early printing 
‘Clean Up and Paint Up’ drive, re- | inks were made are told in this 
ported in ADVERTISING AGE last|folder issued by General Printing 
spring, is a good example. Dr.|Ink Corporation. The folder also 
Howard Hovde's ‘Small Town Man-/has an interesting story on “C 
ual’ program at the Department of | Then and Today.” 
Commerce is another. , 
“Well, Sid, you asked for an ‘Ad- No. 2025. Nine 
man’s Guide to Washington,’ and Money. 
I'm afraid I haven’t given it to you. Radio Sales, spot broadcas! ng 
It will take more time than you'd division of CBS, has issued IS 
want me to spare right now, but it booklet to show advertisers how to 
will be coming up soon. use station program facilities in 
“However, if you will encourage | order to gain the advantages of | ve- 
your small agency men to turn their talent spot programs. The boo!e! 
attention to their own home fronts, | tells the story of eight stations ond 
to their own clients and communi- 4 regional network, and points 
ties, I'm sure that the work they do that each of these outlets knows ''s 
there will eventually be dove-tailed own market, character and prob- 
into the Washington job, and do lems, sectional likes and dislik 
much towards winning the war and 
winning the peace. 
“And as a pertinent postscript, I Sales. 
might add that advertising needs to John Blair & Co. has issued this 
make friends among local consum- brochure, which tells the story of 
ers, farmers and labor groups just spot broadcasting and gives many 
as much as it does among Wash- illustrations of its successful use bY 
ington administrators and Congress- well-known advertisers. It oTers 
men. It’s surprising how much at- suggestions on how to buy =5=P0! 
tention folks here pay to the voices time, how to reach profitable idi- 
from ‘the grass roots.’ 


Canadian 


The Story of Printing 
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Ways to Make 


No. 1996. Spot Broadcasting {0° 
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_ AGAINST ‘DEATH’ TAX. eas to seetetiete Ye Galion omne jaeaes amount of space. Opponents | Issues ‘Creed’ ‘Hawkins Joins WSYR 
: arry J. Hawkins, f ly ac- 
Copy includes a statement of the| weeklies, and sent mats to local to Photographers Harry J. Hawkins, formerly ac 


62 important Utah Groups Say: 


No.2 is a tax on YOU! 
Vote AGAINST 


No.2 


This is one of the newpaper advertise- | 
ments by which a Utah citizens’ group | 
hopes to defeat the — state | 

chain store tax at the polls Nov. 3. | 


Utah fo Ballot 
on Chain Store 
‘Death’ Taxes 


Salt Lake City, Oct. 29.—Adding | 
spot radio announcements to mus- 
ical transcriptions and copy in both 
daily and weekly newspapers of the 
state, proponents and the opposition 
to a Utah chain store tax hammered 
hard this week to sway ballots for 
a referendum on the hotly-contested 
levy. 

Utah citizens will ballot next 
Tuesday, among other issues, on a 
proposed statute which would force 
chains to pay special license taxes 
ranging from $50 to $500 annually 
for each store in operation and from 
$500 to $5,000 annually for each 
new store opened in Utah after the 
proposal became law. A_ group 
known as the United Citizens 
Against Higher Prices, with head- 
quarters in the state capital, is lead- 
ing the fight against the proposed 
levies. 

Individually-owned retail stores, 
represented by the Utah Retail Gro- 
cers Association, refused last spring 
to join with the Utah Chain Stores 
Association in seeking a delay on 
the November tax referendum until 
after the war. 


Opposition Cited 


With large-space newspaper ad- 
vertisements, averaging once a week 
in dailies, the United Citizens— | 
who admit frankly that they in- 
clude stockowners and employes of | 
chain stores “whose savings and 
jobs are threatened with destruc- 
tion”’—quote the opposition of 62 
Utah groups to the tax. These in- 
clude farm groups and cooperatives, 
C. I. O. and A. F. of L. units, and 
the Utah State Realty Association. 
State election laws forbid corpora- 


when you think of SPOTS 
. think of John Blair! 


Os 


ow BLAIR 


ma & COMPANY 


ST STATION | 
REPRESENTATIVES 


| Sirton 6 Kom. Mam NEARED «LOR ements 


Federal Trade Commission concern- 


committees for use in rural papers. 


ing such taxes which points out that | Both sides now are using spot radio. 


“it is the consuming public which | 


Under terms of the proposed law, 


will really pay the tax and not the exemptions would be granted oil 


chain.” 


That argument provides the cen- | stores, 


utility 
facilities, 


public 
tie 


stations, 
common 


company 


tral theme for the pre-election day | newspaper branch offices and indi- 


advertising, which accuses “selfish | 
interests” of attempting to kill chain 
stores in the state and advises 
voters: “To keep low-price chain 


|stores and the savings they bring 


you, mark the ballot Nov. 3 like 
this.” Exact wording of the tax 
proposal is reproduced, with a 
check mark in the square labeled 
“Against.” Proponents of the tax 
started advertising earlier than the 
opposition, but have used about the 


vidually-owned stores. 


Three to Riordan 


|eable connector manufacturer, 


| electrical 


electrical 
Los 
Avia Products Company, 
aircraft equipment, Los 
Angeles; and Western Aero Prod- 
ucts Company, Burbank, Cal., have 
appointed John H. Riordan Com- 
pany, Los Angeles, to direct adver- 
tising. 


Harwood Company, 


Angeles; 


A current advertisement of De- 
fender Photo Supply Company, 
Rochester, N. Y., which is appearing 
in national photographic publica- 
tions, makes a vigorous effort to 
clear up some of the misunderstand- 
ings and rumors concerning war- 
|time photography by civilians. 
Under the heading “Creed—for an 
American with a Camera,” it lists 
ja set of common sense rules which, 
if adhered to, will keep any photog- 
rapher out of trouble without seri- 


ously restricting h’s photographic 
efforts. 
| Pocket-size circulars containing 


the same message !ave 
nished dealers for distribution to 
their customers. Larger two color 
displays have been distributed for 
use on store counters. 


been fur- 


count executive with Flack Adver- 
tising Agency, Syracuse, N. Y., has 
joined the sales staff of Station 
WSYR, Syracuse. In addition to 
sales work, he will assist in editing 
“Airviews,”” a magazine which for- 
merly was distributed to WSYR’s 
listening audience, but now is sent 
only to jobbers and retailers in the 
central New York area covered by 
the station. 


Advances Martin 


Aero Digest has appointed Robert 
|W. Martin, Jr., as sales manager. 
| Mr. Martin has been with Publisher 
| Tichenor for 10 years, first as adver- 
tising manager of The Sportsman 
Pilot and more recently as eastern 
sales manager of Aero Digest. 


When the Army wants the lay 
of the land 


. . . it dimbs the sky and shoots the picture beyond the day’s battle 


line (just as management-men search Business Week’s news, for their 


own tomorrow’s plan of action). Use BW for help in making your 


decisions; use BW to influence their decisions! 


BUSINESS WEEK — The News-base of Management’s Decisions 
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Wander to ‘Park East’ 


Burton Wander, formerly editor | 
of the Manhattan Chronical, New 
York, has become editor of “Park | 
East,” monthly magazine of New| 
York’s East side. 


| 
| 


District Indus- | 
trial Gains Lead 
Upper New York 


State! 


| 


The industrial district compris- 
ing Troy and vicinity cities, where 
plants producing military equip- 
ment hired many workers, was the 
only up-state New York area 
whose net employment and _ pay- 
roll gains in September exceeded 
state totals. 


is mw THE TROY RECORD 
sewers THE TIMES RECORD 


All Advertising Direct 


‘refusing to accept the 


Networks Point to 
Standard Policies 


in Co-op Answers 


Action in Case Is 
Up to Congress, FCC 
Chairman Says 


Washington, D. C., Oct. 27.—Both 


| the National Broadcasting Company 


and the Columbia Broadcasting Sys- 


|tem cited long-established policies 


regarding the discussion of “‘contro- 


versial issues” in reporting to the | 
Communications Commis- | 


Federal 
sion this week their reasons for 
“Let’s Get 
Together Neighbor” series of the 
Cooperative League of the U. S. A. 
on several of their owned and man- 
aged stations. 

FCC Chairman James Lawrence 
Fly, after reviewing the statements 
of fact presented by the two net- 
works and the cooperative group, 
said that the commission has no 
means of requiring the broadcasters 
to take any program, regardless of 
its merit. Governmental action, if 


eny, will rest with the Senate inter- 
state commerce committee, which, 
under the chairmanship of Sen. 
Burton K. Wheeler, will consider 
Sen. George W. Norris’ resolution 
calling for a senatorial investiga- 
tion. 

Niles Trammell, president of NBC, 


reported to the commission that | 


the program for which the coopera- 
tive proposed to buy time on sta- 
tions WTAM, Cleveland, = and 
KDKA, Pittsburgh, “was obviously 
designed not only to sell the coop- 
erative movement generally, but to 
obtain additional members for its 
member cooperatives.” 


“Violated NBC Policies” 


“In our opinion,” he wrote, “the 


lated NBC program policies in many 


respects and would not have been the listener either the goods or the 


acceptable to us for broadcasting in 
the form in which we received it.” 

Mr. Trammell quoted the follow- 
ing NBC program policies: 

“Statements which tend to under- 
mine an industry by attributing to 
its products generally faults and 
weaknesses true only of a few, and 
statements which are derogatory to 
an individual, an institution, a group 
or an industry, must be avoided. 

“Commercial programs shall not 
refer to any competitor or its prod- 
ucts, directly or indirectly. 


ADVERTISING AGE 


“Statements of prices and values 
must be confined to specific facts. 
Misleading price claims or mislead- 
ing comparisons tend to challenge 
the integrity of all advertising and 
must not be used.” 

Mr. Trammell also pointed to spe- | 
cific policies against selling time for 
membership drives on behalf of 
organizations or to promote the pur- 
chase of specific stocks, bonds, | 
properties, etc., as well as for the! 
discussion of “controversial issues,” | 


'all of which, he held, were appli- | 


cable. | 
Kesten Repeats Stand 


Paul W. Kesten, vice-president 


November 2, 1942 


respondence with the Cooperative 
League of the U. S. A. and Atherton 
& Currier, Inc., New York agency, 
Mr. Kesten concluded that the sug- 
gested programs violated policies 


'the network had observed since 


1935, as well as the code of the 
National Association of Broadcast- 
ers. 

Mr. Kesten pointed out that th« 
network has lost more than $9,000,- 
000 in potential revenue by refusing 
to sell time for the discussion o/ 
controversial issues, such as_ th: 
fight over the Public Utility Hold- 
ing Company Act of 1935. 

Both networks and the station 
mentioned in the cooperative’s com 


/and general manager of CBS, reit-| plaint had given sustaining time an 


erated his earlier statement that the | 


iscript for the first broadcast vio-| programs proposed by the coopera- | 


tive league did not offer for sale to | 


services of the advertiser, and “thus 
lay outside the field within which 
we sell our facilities.” 

“Moreover the offered programs 
were clearly controversial in na- 
ture,” he said, “being designed to 
promote a fundamental change in 
the present system of marketing and 
distribution of goods and services 
whereby cooperative associations 
would largely supplant retail stores 
and other common distribution 
establishments.” 

Reviewing the exchanges of cor- 


_JERE’S one task force that sees the objective clearly. It’s to 
take over and consolidate the job of buying for the U. S. 


home. 


Daily, in today’s drastically altered markets, women are doing 
just that. And they’re getting their strategy and tactics from 


women’s service magazines, 


Home-makers have taken their new duties to heart. So much 
so that women’s magazines have actually registered a 4-to-1 gain 
in high readership since war struck home. Meanwhile, the 
Companion has gone ahead by leaps and bounds to the biggest 


circulation in its history. 


MOMEN BUYERS HAVE LANDED. 
{ | and the Budget 
is well in hand! 


women. Hence the December 
Companion will feature a breath- 
taking array of Hollywood 


lovelies, chosen for their fame 


| 


| 


GOOD LOOKS—’TEN-SHUN! 


Feminine appearance has a lot to 
do with war-time morale. 
Companion editors know how true 


this is—know, too, exactly what kind 


|posedly news broadcasts” 
' statements “wholly designed to pro- 


according to Mr. Kesten, WCCC 
Minneapolis, had carried severa 
commercial series sponsored by th 
Land of Lakes cooperative for th 
advertising of butter, cheese an 
poultry products. 


TO INVESTIGATE 
CHARGES AGAINST WMUR 
Washington, D. C., Oct. 27.- 
Chairman James L. Fly of the Fed 
eral Communications Commission 
today announced that he would send 
an FCC representative to Man 
chester, N. H., to investigate charge 
that station WMUR was promotin; 
the Senatorial candidacy of it 
owner, former Gov. F. P. Murph) 
Mr. Fly also requested “state- 
ments of fact” from Governor Mur- 
phy and from Sen. Styles Bridges, 
his opponent, who demanded in 
telegram to the FCC on Sunday tha’ 


the commission begin “an imme- 
|diate and full investigation” and 
“use its power of suspension 0: 


withdrawal of license if necessary.” 

The telegram charged WMUR 
with broadcasting daily “in sup- 
politica! 


mote the candidacy of Mr. Murphy” 
and not confined to “an impartial! 
broadcast of the news” as an- 
nounced. 


FTC Cites Adhesive 


Maker’s Merchandising 


The Federal Trade Commission 
has filed a complaint charging “mis- 
leading and deceptive representa- 
tions” in the advertising of So- 
Luminum, adhesive cement made 
by the Perfect Mfg. Company, Cin- 
cinnati. 

In addition to terming the prod- 
uct’s advertising claims “false and 
misleading,” the complaint charges 
that the respondent has falsely 
represented to prospective salesmen, 
distributors, dealers and _ other 
representatives that the product is 
widely advertised in local news- 
papers. 


————— a 


TAKIN’ 


A 

FLYER 
ON 

BET (Ky-)? 


sa eure-enough tow"! 


of “good looks” features will please 


Bet (Ky-)? 


rket for mereha”™ 
a ver’ 


e 


re 


Never has the woman’s need for sound, sensible, usable buying 
information been so great. Never have buying problems been so 
numerous. And never has an advertising medium responded more 
swiftly and surely to audience needs than today’s Companion! 
This gives you the opportunity to help these 
women buyers—to steer their preferences con- 


Uomans 


structively—to gain their everlasting gratitude 


MW€ 


—and patronage. 


They're listening. What have you to say? 


and beauty. In addition, there will 
be a big Christmas omnibus of gifts 
for service men, WAACS, WAVES 
and women in war work. A great 


issue—for morale! 


ompanion 


UNDERSTANDING WOMEN IS OUR FULL-TIME JOB 
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In Rising Flood the World’s Interest 


Is ‘Vurning to 


GEORGE SESSIONS PERRY 


Author of “Texas; A World In 
Itself;"’ author of “Hold Au- 
tumn In Your Hand;” winner of 
the 1941 National Book Award, 


—_——— 
. , an The bastion of North Central Texas, its queen city and 
Whittlesey House (New York) has just = brightest jewel, is Dallas-on-the-Trinity, the effulgent and 


published a new book, “Texas; A World in It- 


lovely Athens of the alfalfa fields, where what is commonly 


self,” by George Sessions Perry. More than regarded as civilization has made its greatest strides in 

just another of the many books about the Texas 

Great Southwest, here ws a breezy volume nce in New York J Was in Pye 1 ; 
that—we predict—will be a best seller in Paring: name-calling ballet people. a 4 leaping, samovar- 
quick time. that I was a Texan It ‘and when word got out 


peat ad pmo ba a kind of hero. 
wonderful publicity!” 
aman named Rosenfie 
and eager ticke 


“Ah, Dallast" 
Stop that we make. Such 
y they thought of Texas as 
ded by a large body of land 


*st tour 
But chief] 
Id, surroun 
t purchasers 


W hy the current world-wide interest in Texas? 
Because Texas is no longer far from anywhere; be- 
cause Texas has moved into America’s heart—and 
because a host of Americans have moved into Texas. 

The World has awakened to a realization of what 
Texas is and can be; of its splendid development, 
its marvelous opportunities, its enormous wealth- 
potential. 

Texans are doing things and going places. Vast 
war industries are here. Texas feeds a good percent- 
age of the world’s people. Texas oil may be the win- 


any-times-blessed com- 
ning card in the war deck. 


Still another art g milady fit to kill. The 


munity, and that is the ar 


igh 
"* ials ; btainable in America, lie readi 
Of Texas cities, Mr. Perry naturally dwells long- materials, el gant as any ob aime in America, realy 
i Z and at Neiman- s's, as n hes . 
est upon Dallas. Of Texas newspapers, none is men- ——~— at hand 3 Neiman Marcus's, © sore We Seem Street 
tioned more than casually—except The Dallas News. As a matter of fact, Dallas is not without « 


oh | , Dal apable writers 
phe re The heavyweight champ in the Dallas literary 
wen is "John McGinnis, of the English Department at 
hee University, editor of the Southwest Re 

Ww, e same department is Dr Beatty itic, a . 

= te s , atty, critic, ¢ 

oe technician of the drama. Too, there are “red aan 
aoe and Sam Acheson, political historian and Be. 
to the Dallas News. Also resident in Dallas are 

e nation's crack magazine writers, Norma P. 
Helen Topping Miller 


than the 
same. Dallas buys more books 


; at is always 
tate combined, and the — = 5 a 
ae itera ¢ 
ot ° sting peter ne 1 a a ts poaeet it is not the 
agnor , when the chic en is pas rhe aie 
vy toe en litterateur who gets th 
t the vis 


With books it 15 the 


two of t Dr McGinnis is also editor of The Dallas News 
atterson and ee 


. t Wayne Gard is a Dallas News sta’’ editorial 
writer, as is also Sam Acheson 


The Dallas Morning News 


preacher bu 


John B. Woodward, Inc. q 
Representatives Sell the readers of The Dallas Morning News and you have sold the Dallas Market 
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Pitch In—Don't 
Wait to Be Asked 

To the Editor: 
est “Sid’s’” letter to “Hal” in the 
Oct. 26 issue. I can sympathize 
with the advertising agency that 
wants to do the job in connection 
with the war effort, but doesn’t 
know how to put their services to 
some good use. 

We felt the same way quite a 
few months when the war first 
started, but here’s how we over- 
came the problem. Instead of wait- 
ing to be asked to serve on various 
committees and do things, Mr. 
Michelson and I walked over to the 
Treasury Department and met the 
chairman of the War Savings Com- 
mittee for the State of Michigan and 
offered our services. However, even 
before we offered our services, we 
started doing things that would get 
back to his attention to show that 
we had ideas and ability to further 
publicize the sale of war bonds and 
stamps. Because of the preliminary 
work that we did before we offered 
our services, when we met the 
Michigan chairman he appointed 
the writer chairman of the adver- 
tising committee, Michigan War 
Bond Staff. He appointed Mr. 
Michelson on the staff and appointed 
another member of our organization | 
on the staff also. 

Then we went to work in earnest. 
We coordinated all the radio stations 
to get them to put on a joint war 
bond show every Saturday night 
from 7 to 7:30 p. m., and with the 
splendid cooperation of the leading | 
radio stations in Detroit the idea 
was put over so successfully that 
today we have just passed, 
lieve, the twentieth week of broad- 
casting this idea. 
station in Michigan using the show 


simultaneously, some using a tran-| 


scription a week later because they 
happen to be located in the Upper 
Peninsula. 

We have some of the newspapers 
cooperating to the extent that they 
are running full page ads, etc., on 
war bonds. We have handled some 
Victory auction sales. We have 
cooperated with the billboard people 
to keep a lot of billboard advertis- 
ing up throughout the state featur- 
ing “Buy U. S. War Bonds and 
Stamps.” We have gotten a tre- 
mendous number of radio advertis- 
ers to carry a plug on the sale 
of war bonds and stamps and sev- 
eral even to devote their entire 
broadcasting appropriation to insti- 
tutional copy on the sale of war 
bonds and stamps. 

We are working with the dairies 
in the state so that they will all 
start using milk bottles with the war 
bond message printed on the bottle. 

We have worked with several 
country clubs in putting over war 
bond parties which have taken hold 
nicely. One country club sold 
$350,000, another one sold $1,500,- 
000. One, last week, sold $2,000,- 
000 and the party idea is gaining 
momentum. 

The street car people have just 
contributed a large quantity of 
space both inside and outside of the 
street cars to the war bond message 
that we wish to publicize, and we 
have gone to some manufacturers 
who are willing to contribute the 
cost of the printing of the cards for 
the space. 

A great many papers throughout 
the state are running small ads 
weekly in connection with the pay- 
roll deduction plan. We _ secured 
this idea and the ads from the 
Lewis Advertising Agency of New- 
ark. They ran this campaign suc- 
cessfully in their state. We read 
about it in ADVERTISING AGE and 
wrote to them and they gave us 
this material. 

We secured some free 
Batten, Barton, Durstine 
on the sale of war bonds. 
ran for a client of theirs up in 
St. Paul. The Gseater New York 
City Committee sent us a series of 
15 ads that they used so we had 
all this wonderful material avail- 
able to use throughout the state of 
Michigan. Believe me, it was widely 


ads from 
& ( Isborn 
These 


I be-| 


We have every | 


; used. We made the changes in the 
|zincs at our own expense, set the 
|type, made the mats at our own 


our own corrugated’ containers, 
made proof sheets, etc. 
| words, did everything necessary, 


such as letters, postage .. . anything 


that was required went out of this| not an increase of 300,000 as might | 


office gratis and we have really | 
been able to get some splendid | 
cooperation. 

We were able to get the telephone 
company to add the message “Buy 
War Bonds” at the end of all time 
signal reports. We got a certain 
printer in town to buy the back 
page of the telephone directory 
cover for $10,000. This message is 
entirely devoted to the sale of war 
bonds and stamps. We covered all 
the major media. We have even 
sent messages into the church pul- 
pit to be read in connection with 
our pledge campaign last spring. 
We tried to handle this job just as 
thoroughly as any advertising com- 
mission we were ever given in the 
past. We are still working hard at 
the job. We are still throwing 
ideas at the chairman of the com- 
mittee for his approval. We are 
working with the schools, both pub- 
lic and parochial, and we are going 
|to keep at it as long as our efforts 
/are considered of any value to the 


|Treasury Department. Neighbor- 
| nood, foreign language, shopping 
newspapers, too, have all con- 


tributed free space consistently. 

In addition to the above activities, 
| this office is handling a tremendous 
amount of War Chest publicity and 


advertising during our current drive 
for $5,800,000 now going on. We 
handled practically all the Red 
|Cross advertising in Detroit. We 


volunteer our services in connection 
with any and every civic or national 
campaign in connection with the 
war effort. 

That is what I recommend to the 
agency that “Sid” is writing about. 
Don’t wait to be asked. Go ahead 
and volunteer your services and 
after you have volunteered your 
services, don’t wait to be told what 
you should do. Keep throwing the 
suggestions and ideas at the chair- 
man of the committee, or be the 
chairman yourself if they have 
none. Go ahead and do the job sin- 
cerely and wholeheartedly and I am 
sure that the agency will get as 
much satisfaction out of the job that 
they will be doing as we in this 
office are getting out of the work 
that we are doing. 

We have had as many as 40 peo- 
ple in our organization. Today, 
with war factories and the armed 
forces “cleaning us out of help” 
little by little, naturally we find that 
our duties have been multiplied 
because of the difficulty in securing 
competent replacements. However, 
in spite of that problem, my part- 
ner and I still feel it our duty to 
do everything we can in a way that 
our ability best suits us to serve. 

May I also say that at no time 
have we ever received one penny 
in commission for any of the work 
that we have done, from any adver- 
tising medium. In fact, in one 
instance we received agency com- 
mission from the outdoor people 
and we took that same money and 
bought additional poster space from 
them advertising war bonds and 
stamps so it could not be said that 
we ever made any money on war 
bond advertising. 

LEONARD N. 

Simons - Michelson 

Detroit. 


SIMONS, 
Company, 
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‘Calamity Conclusions’ 


To the Editor: Congratulations 


on your editorial “What's Happen- 

ing to Distribution?” in the Oct. 19 A Gain of 1668 
issue of ADVERTISING AGE. This is P 

the kind of clear-headed thinking Evening 66,765 
which we need today when calam- A Gain of 6716 
ity conclusions are so easily made 


from generalized statements on the 


future of the country’s retailers. 
Enclosed you will find the edi- 
torial which appeared in Women’s 
Wear Daily on Oct. 2 which also 
sought to answer the report that 


Voice of the hivertaie 


This department is a reader’s forum. Letters are welcome. 


300,000 stores would go out of busi- | 


ness in 1943. 


You will note particularly that | 
I read with inter-| expense, sent the packages out in| the net mortality figure in the past | 
has been estimated at 14 per cent) 
In other|or a normal of 247,849. On that) 
basis, the mortality next year will | 


show an increase of only 52,000 and | 


have been assumed. 
HENRY ZWIRNER, 

Circulation Manager, Fairchild 

Publications, New York. 
| > a Oo a 
‘Duplicating Advice 

To the Editor: These two color 
advertisements are both taken from 
the November issue of Woman's 
Home Companion. 

I'll take Ivory. 

ALAN LEGG, 
M. H. Hackett, Inc., New York. 


a a 

Drew Defends His 
First ‘Voice’ Letter 

To the Editor: In response to 
S. A. Knisely’s letter in your Oct. 19 
issue, I will appreciate your pub- 
lishing the following facts: 

1. My letter in your Oct. 5 issue 
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Two national advertisers thought well enough of the advice, "Best face forward,” 
to use it in the same issue of Woman's Home Companion. 


did not defend “money-wasting” 
advertising in any type of medium. 
It pointed out that the kind of 


could hardly be “money-wasting ” 
as aircraft accounts usually have 
their advertising plans approved in 


advertising Mr. Rosenberg attacked | advance by the U. S. Treasury. 
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"A Smorgasbord is an endless table overladen with a 
If that doesn't make 
sense, then you've never seen a Smorgasbord! But if 
you have, then you'll be able to picture the New Or- 
leans market today. . . It's Smorgasbord! 


rich abundance of variety.’ 


A seemingly endless stream of people is pouring into the city to man ever- 
expanding war industries. The activity defies description and there is no 
way to measure the growth in population or industrial expansion, but it's 
tremendous. Rental vacancies are as scarce as elbow-room on the busses 


and street cars and the stores are jammed with crowds buying everything 


in sight. The only figure that is not a military secret is retail sales, and 
they're up 17°. Take our word for it, there are sales enough in New Or- 
leans to satisfy the biggest appetite for profits. 


Why not help yourself to this "'Sales-Smorgasbord" by advertising now in 


Morning 143,540 


Sunday 236,139 


A Gain of 16,512 


Circulation for September, 1942 
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2. I did make certain statements 
avout the reading of magazines in 
today’s busy industrial plants but 
these could hardly be construed as 
derogatory to all business papers or 
tc the Associated Business Papers 
in particular. Of approximately 
2,000 business papers. published, 
only a small portion go to industrial 
plants and less than 10 per cent of 
all business papers are members of 
the ABP. 

3. The idea of obtaining a 14 per 
cont inquiry return from a business 
poper advertisement or of getting a 
million dollars’ worth of business 
out of a few business paper adver- 
tisements is not astounding. For 


one client I have personally written 
a single part-page advertisement | 


on the pressure and all I could feel 
was heat, not warmth. I was build- 
ing some nonsense blocks and he 
came along with a sweeping motion 
and “blitzed” my puns and stepped 
on my corns. 

I couldn’t even venture a verdant 
opinion about L. F. Grimes’ aid to 
the war effort. Reaching around to 
see if that vertebra is still in place, 
I will say that I’m going to eat 
some of that food you’re helping to 
produce. That is, if you sell your 
produce to the Navy. My job won’t 
exactly be a tea party either. And 
that isn’t fertilizer. From what I 
hear on the air waves and read in 
the papers, the Navy works on Sun- 
days. I imagine the Japs have not 
declared Sunday a legal holiday, not 


You keep on producing. Maybe 1| think you or I could say what we|tered with a detailed report of his 


can stir up a few more “Good/please in “Aryan He 


Americans” to speed the course of | only ones we could criticize over 


victory over the hurdles. The trou- 
ble with most of us is that we think, | not one another. 
/not act, when we should be doing| There is nothing as 
|both. I’m all for you, Mr. Grimes. | good earth. You till 
What we need are more like you.| for it. And we'll both 
“Grimes That Have a Little Grit.” 
And set that in caps. 

In the wheat fields we should 


[Editor’s Note: For 


have soldiers, just as we need them|came in late, it might be well to 


‘in the battlefield. 


the harvest. 


| 


Victory. 
| zens. Americans. We're fighting|time farmers in the 
eg the right to criticize. The right | business 
to say what we please, when we| weekend 


RICHARD HAMBURGER, 
Rockville Center, N. Y. 


were working at . 
farming pursuits. Mr.| cise than the one I frequently use. 


aven?” The/farming activities, showing that, 


insofar as he is able, he is doing a 


there would be the Russians. And /man-sized job in a field where help 


is currently as scarce as the pro- 
aryan as the | verbial hen’s teeth.] 

it. I'll fight 
keep it. 
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Hunts Definition 
for ‘Showmanship’ 
To the Editor: How would you 


those who 


We'll both be/|explain that Mr. Hamburger started | define “showmanship in advertis- 

| there when the time comes to reap | off the fireworks in this department | ing” if you had to write a definition 
Gloriously | a couple of weeks ago by expressing | for Webster's dictionary? 

|achieved by the manswarm of deni-|some doubts about how hard part- 


I have written articles about it 
advertising | 2nd lectured upon it, but would like 
their | to get a better definition, more con- 


please. To utter what we think, not | Grimes, who does artwork in Cleve- Harry W. ALEXANDER, 


Inc 


which appeared in only one business | over in the Solomons. 


paper and produced more _ than} 
11,500 inquiries for a booklet from | 
a total circulation of only 22,000. | 
Also, one color page on its first 
appearance in just one magazine 
produced over $3,000,000 in directly | 
traceable business. 

4. The major part of my 21 years | 
of advertising experience has been | 
in writing copy, much of it mail- 
order copy. In this latter category 
I have profitably spent not only 
other people’s money but a consid- 
erable amount of my own. Theory 
is a poor substitute for such expe- 
rience. 

5. Neither Kirkgasser-Drew nor | 
myself, personally, have any bias 
for or against any type of medium. 
We are today having our largest) 
billings in our 23 years of existence | 
in both business papers and general | 
magazines. Our 1942 records, for | 
example, show over 60 contracts | 
with ABP publications alone. There 
are only about 100 such papers and 
quite a few serve fields not of in- | 
terest to our clients. 

6. An agency’s performance can 
best be measured by its clients’ 
satisfaction. Over its 24 accounts, | 
Kirkgasser-Drew can point to an 
average of more than nine years 
of service. 


L. A. Drew, 
Vice - President, Kirkgasser- 
Drew, Chicago. 
- VF F 


‘You Till the Earth 
And I'll Fight for It’ 


To the Editor: Enclosed you will 
find the answer to Lester F. Grimes’ 
letter published in the Oct. 26 issue 
of ADVERTISING AGE. A man that 
has a banana for a backbone would 
just sit back and meekly soothe his 
diminishing ego. Moving my hand 
around my back I have discovered 
that I’m the proprietor of some 
bony substance spoken of commonly 
as backbone. It couldn’t be nerve 
because of its calcium content. If I 
rubbed Mr. Grimes the wrong way, 
I'm perfectly willing to apply a 
little sandpaper and round off the 
rough edges. 

The observations I advanced in a 
seemingly facetious mood were 
meant to be taken without aspirin. 
They contained no malice or recal- 
Citrant intention. Mr. Grimes was 
kind enough to say that he agreed 
with me to a degree. Then he turned 


/ Promotions 


Want something colorful, 
Powerful and inexpensive for 
your Spring, 1943 dealer ad- 
Vertising? Full color broad- 
Sides, booklets or self-mailing 
Pieces give you the most sales 
appea) at least cost, On re- 


quest we will send you 15 or 
more Newscolor paint pieces 
we have produced for national 
advertisers. 


OPPING NEWS 


. *% “Division CLEVELAND 


what we are told to think. Do you | land when he isn’t farming, coun- 


New York. 


BVIOUSLY YOU never saw a live 
Gremlin, since you fly neither with 
the U.S.A.A.F. or the R.A.F. But don't 
think they're not real. Because last 
month they began swarming all over our 
editorial offices, even overflowed into 
the advertising department where they 
did some damage to a disrespectful rep. 
Now our December issue is literally 
crawling with Gremlins that anyone can 
see. And behind all this is quite a story. 


It began with a telephone call. One of 
our favorite literary agents said, ‘‘ Would 
you like a story about The Gremlins? 
They are six inches tall and wear suction 
shoes and green derby hats, and there 
are two of them in my office now but | 
can't see them because I'm not a pilot.” 
We said soothingly, ‘Now, why don't 
you go home and get a rest and tomor- 
row you will feel better."’ But when we 
read the manuscript, sitting where we 
could see the sun on green fields and 
tall corn and smell sweet fresh hay, we 
thought, ‘‘This is how Alice must have 
felt when, in an English garden, she first 
heard of Wonderland. This is the great- 
est legend born in our time.”’ 


When you read the story on page 37 of 
December Cosmopolitan you will under- 
stand that enchantment descended on 
Cosmopolitan’s offices after The Grem- 
lins came to stay. When we heard that 
the author was coming to call we were 
glad and sorry. What mere mortal could 
measure up to The Gremlins? He walked 


wee tS 


in, the real man behind the pen name, 
‘*Pegasus,’’ handsome in the uniform of 
the R.A.F., well over six feet tall and 
with just the eyes and smile he should 
have had. He'd just completed arrange- 
ments with Walt Disney to bring The 
Gremlins to the screen. We said he must 
be very proud of his story, publication 
in Cosmopolitan and a Disney presenta- 
tion to follow. Yes, he told us, he was 
glad because it would mean a lot of 
money for the R.A.F. Emergency Fund. 
“Aren't you getting anything out of it?” 
we asked. ‘Oh, yes, indeed,"’ he said, 
“there is provision in the contract for 
enough money to buy me a new tooth.” 


Pegasus is a veteran of the Battle of 
Britain. He fought also in Greece and 
Crete and was shot down not so long 
ago in Libya. Invalided here for recuper- 
ation, he still carries a crack in his skull, 
but it is healing. We asked whether this 
injury would keep him permanently out 
of the air and said, ‘Surely The Grem- 
lins will be able to help you." "Yes, cer- 
tainly,’’ he answered gravely, ‘except 
that they haven't quite mastered X-ray 


technique.” 
* 


Pegasus does not claim to be the creator 
of The Gremlins. Nobody really knows, 
he says, how the legend started. There 
are many versions of the origin of these 
wonderful little creatures. What Pegasus 
did, with the approval of the British 
authorities, was to set down the most 
widely accepted version of their origin 


{losmopolitan i 
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and exploits. As with any living legend, 
word-of-mouth accounts vary, and it's 
the writer's job to select and embellish 
the best and to raise the whole story to 
the level of literature. How splendidly 
Pegasus has fulfilled this task you'll dis- 
cover in the December issue of Cosmo- 
politan, where for the first time the com- 
plete approved version appears. 


Pegasus was careful to warn us that sev- 
eral of The Gremlins were now in our 
office. Not being fliers, we couldn't see 
them, of course. They are jealous little 
people and will be watching every move 
you make on their story, he reminded us. 
If you leave any of them our, beware. 
So far there have been no suspicious 
occurrences, and our Art Director, who 
flew out to work with Walt Disney's staff 
on the drawings, assures us that there 
was no Gremlin trouble in Hollywood. 


Unquestionably the story of The Grem- 
lins is the greatest contribution to living 
folklore in more than a hundred years. 
It is destined to live long after this war 
has been forgotten. The Gremlins belong 
with the immortals of literature because 
they express the invincible human spirit 
creating out of war and brutality the 
antidote for these very things; they dem- 
onstrate the miraculous human mind at 
work translating unendurable strain into 
gaiety and beauty. Just so, we believe, 
will that same human spirit build beauty 
and peace again into this tired world. 
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Ryerson Observes 
100th Year with 
Anniversary Copy 


Chicago, Oct. 28.—Jos. T. Ryer- 
son & Son, Inc., the oldest and 
largest steel warehouse company in 
America, will celebrate its one hun- 
dredth anniversary Nov. 1, and 
marked the occasion by publishing 
an anniversary advertisement today 
in 40 newspapers in the 10 cities in 
which it operates plants. 

The copy not only reviewed the 
modest beginnings of Joseph T. 
Ryerson in the frontier trading post 
of 6,600 inhabitants which was the 


“How “bout WFDF Flint, Michi- 


gan, ef yore a-huntin’ fer spots!” 


|Chicago of 1842, but pledged the 


facilities of the company’s great dis- 
tribution organization to the na- 
tional war effort. 

“Today,” the company said, “the 
Ryerson organization is in the thick 
of the war production effort. Emerg- 
ency calls are coming in for steel 
to open up production bottle necks 
and to maintain and repair over- 
worked plants and equipment. The 
skill which a century of experience 
has taught is now under constant 
pressure to make the best use of 
available stocks. 

“With this background of service 
and looking forward to its second 
centennial, the Ryerson organization 
pledges every resource until this 
war is won.” 

The anniversary advertising is 
appearing in the large list of busi- 
ness and _ industrial publications 
which regularly carry Ryerson 
steel-service copy, as well as in 
Business Week, and the list was 
expanded to include today’s inser- 
tion in leading newspapers in all 
cities where the company operates 
plants. They are Milwaukee, St. 
Louis, Cincinnati, Detroit, Cleve- 
land, Buffalo, Boston, Philade¥phia 
and Jersey City. In addition to two 
newspapers in Jersey City, the 
advertisement also ran in New York 
City and Brooklyn newspapers. 

Supplementing publication adver- 


tising, the company has just started | 
distribution of an edition of 109,000 
copies of an anniversary booklet 
reviewing the history and facilities | 
of the company. The booklet is’ 
handsomely designed and is illus- 
trated by well-known artists. 

Because of the pressure of war 
business, Keith J. Evans, advertising 
manager of Jos. T. Ryerson and) 
Inland Steel Company, of which the 
warehouse company is a subsidiary, 
explained that no celebration would | 
be held in the Ryerson plants. 
However, every one of its 2,500 
employes and former employes now 
in the service is receiving a “piece | 
of birthday cake” in the form of 
a two-pound fruit cake, which it is | 
hoped will reach men in the service | 
in good condition. 


Aubrey, Moore & Wallace, Chi- | 
cago, is the Ryerson agency. 


BBB Publishes Series 


The Better Business Bureau of | 


San Diego, Cal., recently published 
a series of advertisements in the 
San Diego Union and Evening 
Tribune - Sun in an effort to help 
consumers and small merchants 
understand ceiling prices and com- 
ply with the regulations. Advertis- 
ing was prepared by Charles Gur- 
ley, manager of the bureau, with 
the assistance of a group of local 
advertising men. Newspaper space 
was furnished without cost. 


It takes timing, organization, skill to make 
“impossible” deadlines. But SUPERIOR 


has what it takes. 


photographs to completed ad, our 
5-PHASE SERVICE follows through, 
speedily and efficiently. One organ- 
ization does the whole job. Art 


work with an eye toward engrav- 


From layout and 


ing requirements; Photography 


that pictures your product 


RIGHT; Photo - Retouching 
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by trained men who know 
engraving needs; Photo-En- 
graving at its best; Ad Com- 
position that completes a job 
you'll be proud of! No wonder 
SUPERIOR 5-PHASE SERVICE, 
tried once in an emergency, wins us 


life-long friends. Day and night shop. 


SUPERIOR ENGRAVING CO. 


215 W. Superior St. « Chicago * SUPerior 7070 
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October 19. If a man sits down, as 
lL did this evening, to list his objec- 
tives—to get clearly before him 
what it iy he is trying to do with his 
life over the next few years—he must 
inevitably put at the top of the list: 
Help win the war. Until he has 
polarized his thinking with regard 
to this supreme objective he cannot 
function effectively anywhere. But 
too many men in advertising, who 
clearly see or feel this, are jumping 
too quickly to the conclusion that this 
means abandoning their work for 
something more directly labeled war. 
Advertising, too, can serve in total 
war, and skill in its use is not lightly 
to be thrown overboard in any sensi- 
ble allocation of manpower. 


October 20. An incident in our 
office today made me conscious again 
of the wide gap that often exists be- 
tween employer and employe psy- 
chology. Iam not a Christian Scien- 
tist, but on this I would go with 
them: that as a man thinketh so is 
he. To begin your rise out of the 
employe class, begin to think as an 
employer. 


October 21. A letter from a client, 
commenting on a successful adver- 
tisement, says his only objection is 
that the copy is too long. I verily 
believe that if a good advertisement 
were shown to a new born babe in 
his crib this would be his first com- 
ment on it. In short, the fear of 
long copy seems to be congenital— 
and persistent. This in spite of the 
facts (a) that people buy publica- 
tions solely for the purpose of read- 
ing; and (b) that every direct mail 
advertiser has proved over and over 
again that the more you tell the 
quicker you sell, 


October 22. Looking over a cur- 
rent weekly I get the feeling that we 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

vertising men. It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column. 


are still producing too many pages 


—_ 


which do nothing but boast of Zilch's 
contribution to the war. This is dan- 
gerous to the whole advertising 
structure. Every one of these pages 
ought to be put to work speeding the 
public’s adjustments to wartime liv- 
ing. On that course advertising is 
unassailable. 


October 23. Lunching with a sales 
manager, it was brought home to me 
how the shortage in many kinds of 
consumers’ goods is now bringing 
about a sort of unconscious accept- 
ance of the principles of selective 
selling, which many companies for- 
merly resisted. The desirable but 
hard-to-sell dealers, whom their 
salesmen always tended to dodge, are 
now crying for goods; and many a 
line is getting placement in stores 
which it had coveted for years. The 
smart boys will see this as an oppor- 
tunity which they may never have 
again, and will adjust their distribu- 
tion program accordingly. 


October 24. Grey and cold at the 
farm, with snow signals flying in the 
sky. But the frost is on the pump- 
kin and the fodder in the barn. The 
apples are all picked, packed and 
stored. The hogs seem determined 
to overcome the drop in prices. And 
the elected turkey is fattening in his 
pen. In short, every sight begins to 
spell that most spontaneous of all 
the holy days, Thanksgiving. 


October 25. Every artist knows 
that sunlight can only be pictured 
with shadows. And every good biog- 
rapher shows us, as Boswell did, that 
only the faults of a great man make 
him real to us. But in advertising 
we are afraid of this principle, hence 
less convincing than we might be. 
The most extraordinary response I 
ever got to an ad was when I offered 
a second-hand motor boat for sale, 
and judiciously described its defects 
as well as its virtues, 


‘Account to Curtiss 


Clearing Machine Corporation, 
Chicago, manufacturer of mechani- 
;cal and hydraulic presses, has 
appointed the Chicago office of 


Spencer W. Curtiss, Inc., to direct | 


its advertising. 


Melind to Brandt 


The Louis Melind Company, Chi- 
cago, manufacturer of marking 
devices and_ stationery products, 
has appointed Brandt Advertising 
| Company, Chicago, as its advertis- 
|ing agency. 


the same period in 1941. 


increases reported daily. 


promotions. 


offered by the 


New York, Philadelphia, 


AKRON 


T in OHIO 
5™ in U.S. 


EFFECTIVE BUYING 
POWER PER FAMILY 


*% *& & Sales Management High Spot Cities, issue of October 10, 
1942, places Akron's effective income per family at $4,415.00. This 
is the highest figure of any city in the middle west, and the FIFTH 
highest of all cities in the United States. 


Akron's city effective buying income for the 12 months ending 
September 30, 1942 is $307,349,000... 


Effective buying income for the Akron Trading Area for the 12 
months ending September 30, 1942 is $404,417,000 . . 
97.67°%/, over the same period in 1938. 


Latest city figures for Akron show a population of 278,903 with new 


Employment and payrolls now stand at a new all-time high, making 
Akron a market worthy of first consideration when planning your sales 


You can reach all of Akron’s ready-to-buy families, at one 
low cost, by taking advantage of the complete coverage 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 


Chicago, 


a gain of $65,000,000 over 


. an increase of 


Cleveland, Los Angeles, Atlanta 


TI 
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. graving Company, Charlotte, N. C.; trotype eee. Cleveland; Elmer | | ety-Check Lubrication.” “Let your 

WPB Names Advise A. H. Brewood, A. H. Brewood, Inc.,|G. Voight, Western Printing & “ Tydol Newspaper Tydol dealer keep your car in fight- 

| Washington, D. C.; Oliver S. Bruce, Lithographing Company, Racine, ing trim,” the advertisements urge. 

8 s Baker-Jones-Hausauer, Inc., Buf- Wis. Series Stresses Lennen & Mitchell is the agency. 
falo; T. E. Donnelley, R. R. Donnel- —_ - —__—-- 


: 2 = > s » 
|Forbes, Forbes Lithograph Mfg.) werritt L. Smith, advertising| , New York, Oct. 27.—Tide Water) (Goose F Davis has joined Ait- 


ntin Dr bl Company, Boston; Schell Furry,| manager of Metal and Thermit Cor- | Ssociated Oil Company has) jin Kynett Company, Philadelphia, 
rl ems National Typesetting Corporation,| poration, New York, has been |!aunched a new campaign in news- as an account executive. Mr. Davis 
St. Louis; J. C. Hall, Hall Broth-| appointed assistant sales manager of | Papers throughout its Eastern mar- 


was publication representative for 


. . ers, Inc., Kansas City, Mo.; Al-|the corporation. Mr. Smith will| keting area, offering practical tips| Curtis Publishing Company for over 
Oregon Editor Given \fred R. Knop, Knop & Brauers,|continue to direct Metal and Ther-| for wartime motorists. Insertions | 13 years. 
Unique Post as | Inc., Milwaukee; Thomas B. Sheri- | mit’s advertising activities. of 420 lines will appear weekly dur- 
e dan, American Bank Stationery | aeaeneeeenemens |ing the next few months. 
' ' } | | 
a Coordinator ‘Company, Baltimore; Joseph M.| Tomkins to Barlow | Entitled, “Tydol Topics,” the col- MAILING SERVICE 
|Siegel, The Trade Bindery, Inc., S Genes Genieies termina umn features breezy, informal copy ; . eet ’ 
Washington, D. C., Oct. 27.—Long | New York; Frank J. Smith, John P. head of his own aa ond for the with cartoons accompanying the Multigraphing — Filling-in 


speculation over appointment of a|Smith Company, Rochester, N. Y.; a : in advertisi text. Products and services fea- — : 
ae ar” of printing and publishing| Louis H. Traung, Stecher - Traung eiices tetas of Wane ae tured include Tydol Flying A gaso- Addressing —Mimeographing 
ended this week with Donald M.| Lithograph Corporation, San Fran- | ministration, has joined Barlow Ad-_ line, Pennsylvania Veedol motor oil, THE LETTER SHOP, Inc. 
Nelson’s appointment of Donald J. | cisco; J. Homer Winkler, Ace Elec- | vertising Agency, Syracuse, N. Y. | Tydol tire service and “Veedol Saf- | yg9 §, Dearborn St. Wabash 8655 
Sterling, managing editor of the 
Oregon Journal, Portland, Ore., to 
advise with him on wartime pro- 
duction and operating problems 
which are arising in the newspaper 
and publishing field. 

The chairman of the War Produc- 
tion Board stated that Mr. Sterling 
will coordinate “consideration” of 
such matters as the newsprint and 
paper situation, supply problems in 
metals used in the industry, and 
other problems which face _ the 
newspaper, magazine and other | 
publishing industries. 

Mr. Sterling will have no staff, 
and his job will be advisory to Mr. | 
Nelson, not an operative one such as 
that held by George A. Renard, 
chief of the WPB printing and pub- 
lishing division. 


Existing Units to Continue 


“The various branches and units 
of the WPB which deal directly or 
indirectly with the publishing indus- 
tries will continue to exercise their 
usual responsibilities in their re- 
spective fields,” Mr. Nelson said. 
“Mr. Sterling will work in close co- 
operation with them in coordinating 
consideration of publishers’ prob- 
lems which cut horizontally across 
existing WPB structure.” 

The new appointee is a_ vice- 
president and a director of the Jour- 

| Publishing Company, and a past 
president and director of the Ameri- 
can Society of Newspaper Editors. 

The position was offered Phil 
Thompson, president, and James N. 
Shryock, managing director, of the | 
Audit Bureau of Circulations, and 
to Roy Roberts of the Kansas City 
Star before Mr. Sterling was named. 
Each declined for personal reasons. 


Commercial Committee Set Up 

The WPB also announced forma- 
tion of an industry advisory com- 
mittee for the commercial printing 
and lithographing industry. Mem-'| 


bers are: 
Everett Bierman, Charlotte En- 


Y the same token, New England radio coverage isn't made with 

one station. Like a deep dish pie, you can only get "flavor" and 

CLASSIFIED athe | 5 y perfection by a thorough job — with the "ingredients" and with 
lg Ae the "baking." 

UJ U Advertisers with a sound product have found that Yankee Network 
community stations are the deep dishes and the apples that bake the 
pie of profits. 

Yankee Network's 20 stations are “homey,” neighborly, as wel- 
come when they call as the folks next door. They've won this place 
in the hearts of home people by deserving it. 

This is one of the important advantages to consider before you 
make radio commitments. Facts are more reliable guides than theo- 
retical might-be's. Yankee Network's coverage and acceptance are 
long established facts. Use them to make your New England radio 
investment pay dividends. 


tHe YANKEE NETWORK, unc. 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


KAUFMANN FABRY 


38, WABASH AVE... CHICAGO 


- — . a ‘i 
a 
. ley & Sons Company, ( Ss. Smith Advanced Davis to Aitkin-Kynett -_— 
i oe 
ia ce 
< s 
ig a 
a 7 ss ae 
’ 7 Pte ry 5 : 
hale " a 
pe Be 
i 
rigs rf 
: oo ames ee 
———— ——- - Eg 7 
. : Ars” re ae oe =e A 0 
eS _ i SON 7 ae rt - 
a 5 > a arn Bi Bs mh C . fl o ‘ ° . é : 
% ; - ; meatt —_ ) ee a : al —— ———— a _« Mey acters’ : 
‘ niga go 2 Pa, “f rm * Bee ae E; aa =. . pa \ “i Ses 
i] P “ Seca te ¥ q ‘ we > 4 . i. RE od > - 4 te a ‘ a 
ae ed - oe - ° q “ ° Ye . ¢ ae a , 
| =a " ae if = ' b. , — at <i ai & 
* lib - ‘ y . _ i . ‘ , ee 
ez ae it a4 al ne o. * = a iS Se Li Age a. . ae o. 
a anes reed ee ¥ oii laa _ — ee 
“Yay , ee. Neteuenil he al Ee ee 
. .. es pa oa ay : PIT R : } Std | 
g we Saph R ue “i a am: joist 2. 
g § a aes sy ; j i 5 aa > z 
. ax? 7 pay . 2 ae 
‘7 ei ’ 
3 | , _ — : a  —— — 
os ‘ = . — —- an all ae 
Se as a Ff. 
— . - wt <= lini sagt a 
tae 
: nd 
ie 
App ‘andl 0. 
oe ee 
me. 
2] , r... 
sad wae 
——_—. 
Ae, Ee 7 
{ a> ie 
oa SUE" 
a a . Sead = i 
> as “ = ce, | ¢ 
STOCK .- 
ee 
ee . = 
>» a e 
4d ay 
} Daa a ap 
Wa. yaaeah sag So aeeie oe ck eee f oe ae Mies bo oh Meee = Se NV ae i)” ik sateen ie Ste oe eee, Sailers, We Meee Ce See a ae 
OR. A a TN at ainay 9S as : Se ae xy oO ieee es Py go a ue ean ee ie ae abc hae | Sak ‘ - i. | 
a ee vg ae Sates: Gi: a PTET al hy Rares OES i et TORE seb SPO AT |e leer a gaat Te, tig aso # 
: Ap iad WS am Rigel adh ad “ee: ee a bs 3 i wi TM se . tg a ’ Sar % "at 3 4 Ye ; ith Ps Base Se 1 & eee: hy te ao 53 Rate f eh, oe . < ey 
ee ae oS” cat ae gp tae cee” Be i os fe ae a4 2 te : Oe, alla: 


20 


ADVERTISING AGE 


November 2, 194? 


McCollum Named | 
New President 
of ‘K. C. Star’ 


Kansas City, Mo., Oct. 27.—Earl 
McCollum, formerly assistant gen- 
eral manager of the company, was 
elected president and general man- 
ager of the Kansas City Star Com- 
pany today. He succeeds the late 
George B. Longan, who died here 
Oct. 16 after a heart attack. 

Henry J. Haskell, editor of the 
Star, was named first vice-president; 
Roy Roberts, managing editor, was 
named second vice-president; and 


C. G. Wellington, night editor, was | ar 
| Emil Reinhardt Advertising Agency, 


Illustrate Your Ideas 


with METRO’S CUT CATALOG 


Metros new book of cuts is 
p fe the miny 
ger eaters ond Printer 

WRITE FOR YOUR COPY TODAY 

METRO ASSOCIATED SERVICES 

275 SEVENTH AVE + NEW YORK 


|aging editor, 
| will become assistant managing edi- 


named to the board of directors. 
Mr. Roberts will continue as man- 
and Mr. Wellington 


tor of the Star, the morning Times 
and the Weekly Star. 


Bank Urges Cooperation 
First National Bank of Nevada, 
Reno, in its latest of a series of in- 
stitutional advertisements, calls on 
cattle and sheep growers to do their 
utmost in meat production and 
offers the bank’s services for any 
operation that will increase the 
state’s production. Headed “Let’s 
Keep ’Em Eating, Nevada,” the ad- 
vertisement is illustrated with 
sketches of a sailor, a soldier, a 
Marine and a_e shipyard worker. 


Oakland, handles the account. 


Transfers Offices 


| The Minneapolis office of Erwin, 
Wasey & Co., which has occupied 
| offices in the Midland Bank build- 
| ing, has moved to the top floor of 
Rand Tower. Expansion of WPB 
offices necessitated the change. 
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These top- 
WMAQ a 


mag THE CHICAGO STAT 


ee 


NEW YORK 8B 
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DENVER 


The greatest schedule of programs in the 
world is broadcast by WMAQ Chicago — 
the first station in the second largest market 
in the United States. 


Jack Benny 

Bing Crosby 

Kay Kyser 

Charlie McCarthy 
Aldrich Family 

Baby Snooks 

Red Skelton 

Mr. District Attorney 
Rudy Vallee 

Truth or Consequences 
Eddie Cantor 

Bob Hope 

Fibber McGee 
Abbott and Costello 
Abie's Irish Rose 
Fitch Bandwagon 
Information Please 
Horace Heidt 

March of Time 
Album Familiar Music 
Ginny Simms 
Tommy Dorsey 
Great Gildersieeve 
Doctor |. Q. 

Ma Perkins 

Pepper Young 

Right to Happiness 
Young Widder Brown 
Road of Life 

Mary Marlin 

Stella Dallas 
Lorenzo Jones 
Guiding Light 

Vie and Sade 


flight programs make listening to 


habit in the Chicago area. Take 


advantage of this habit by placing your 
campaigns on WMAQ. 


WMAQ— CHICAGO KEY STATION OF THE NBC NETWORK 
50,000 WATTS « 
REPRESENTED NATIONALLY BY NBC OFFICES IN 


670 KILOCYCLES 


OSTON CHICAGO WASHINGTON CLEVELAND 
SAN FRANCISCO HOLLYWOOD 


Song-Borrowed 
Headline Livens 
Conservation Copy — 


Chicago, Oct. 26.—Using a para- 
phrase of a popular song, “I’ve 
got a gal with a Kalamazoo,” Kala- 
mazoo Stove & Furnace Company, 
Kalamazoo, Mich., is currently in- 
structing its 1,835,000 range and 
furnace owners in the fine arts of | 
conservation. 

The song-switch copy appeared in 
Look and True Story, with a foot- | 
note explaining the source of the 
headline and that permission of the 
copyright owners had been secured 
for its use. Similar copy, with a 
different headline —‘“To 1,835,000 
Kalamazoo users—Keep ‘em cook- 
ing; Keep ’em heating,” appeared in 
Country Gentleman, Farm Journal 
and Farmer’s Wife and The Satur- 
day Evening Post. 


President’s Letters Used 


Both pieces of copy feature letters 
from A. L. Blakeslee, president of 
the company, explaining that the 


GENERAL ADVERTISING GAINS 


8 GAIN AND LOSS PERCENTAGES - 52 CITIES rea) 4 
SEPTEMBER 1942 - 1941 Loss GAIN | 
CLASSIFICATIONS -30 -20 -10 ° ro 20 30 
Rerair 4.4% 

Generar 1.5 a 
AUTOMOTIVE -16.8 RRR 
FUNaANctay (a et a A TR a 
Tora. Disecay 4.2 ome 
Cuassirien 4.2 
Toran ADVERTISING -2.5 
Department Stores -3.0 
JANUARY | - SEPTEMBER 30, 1942 - 1941 

rm 
Reva -2.0 
Generar -0.8 * 
AuTOMOT ive 55.4 
Financiay -14.4 (a: 
Tovar DisPcay -5.2 —mccat 
Cuassiricp -9.8 Sc oetieeninene) 
TOTAL ADVERTISING 6.2 meme 
Department Srores -2.2 il 

-20 -10 i) 10 20 30 


same month last year. 


Although all classifications of advertising in newspapers of 52 cities ara low 

for the January-September period of 1942, as compared with last year, gene: 

advertising and classified managed to score gains for September, 1942, over +! 

Percentages by class are shown in the chart prepared b, 
Media Records, Inc. 


Bulb Edict May 
Force Shift to 
Other Illustrations 


Washington, D. C., Oct. 27.— 
Shortages of critical metals hit ad- 
vertising On a new flank this week 
as the War Production Board or- 
dered production of photoflash and 
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|}ranges are rugged, that they are 

“built for emergencies just like this,” 
}and that he is suggesting simple 
| conservation rules to follow. Mean- 
while, his letter explains, “our great 
plants are at production capacity on 
war work.” 

The advertising is brightened by 
copy-block illustrations, showing a 
housewife cleaning a stove, and a 
man adjusting a furnace. In one 
conservation suggestion, Kalamazoo 
pulls no punches. “Don’t waste 
gas,” it says, “don’t purchase so- 
called gas-saving devices from 
strangers. If they were practical, 
they would be on your Kalamazoo.” 

Besides its conservation aims, the 
company’s advertising has the dual 
purpose of preserving Kalamazoo’s 
name in the public mind, both for 
in building a_ sales organization 
after the war. It has been unoffi- 
cially estimated that of Kalamazoo’s 
300 company-owned stores of pre- 
war years, only a handful will be 
open when January rolls around. 

Fulton, Horne, Morrissey Com- 
| pany is the agency. 


_STRESSES SERVICE 

Rockford, Ill., Oct. 29.—The Geo. 
|D. Roper Corporation, maker of 
Roper gas_ ranges, currently 
| stressing service opportunities in its 
| dealer literature. Conservation and 
service are the keynotes of Roper’s 
market outlook, and the company 
points out that proper service will 
maintain both the dealer’s and the 
maker’s reputation with the con- 
sumer. 

The company has prepared a new 
service handbook which it is offer- 
ing dealers, to help them in servic- 
ing Roper ranges and in acquainting 
their staffs with details of the range 
operations. The company also 
offering free mats to the dealers, 
dealing principally with service and 
repair, and tying in strongly with 
the war bond theme. 


is 


is 


Bern Joins Hughes 


Edward G. Bern, 
dent of Columbia Air Lines, has 
been appointed sales manager for 
Hughes Aircraft Company. Mr. 
Bern recently was associated with 
American Airlines as regional vice- 
| president in Chicago. 


former presi- 


future sales purposes and to assist | 


photoflood bulbs cut to 65 per cent 
of the 1941 output, and cut off sup- 
| plies to studio photographers and 
| amateurs. 

| Sales of the bulbs, after all mili- 
| tary requirements are met, are re- 
'stricted to newspapers, periodicals 
and news and photo. syndicates, 
| which must certify that their use of 
|the bulbs falls under permitted 
| classifications. The order, issued 
| Oct. 24 as an amendment to WPB 
order L-28, applying to incan- 
descent, fluorescent and other elec- 
| tric discharge lamps, also specifies 
| that no manufacturers shall produce 
/any incandescent lamps “designed 
|primarily for use on Christmas 


| 


trees, or for advertising, decora ive 
or display purposes.” 
Manufacturers, wholesalers nd 
retailers may sell photoflash ond 
photoflood lamps only to the ar:ed 
forces, in fulfillment of contr icts 
bearing preference ratings of A \-5 
or higher, and to publishers or s\vn- 
dicates who must certify that they 
use the lamps covered by the order 
in the operation of their businesses. 
Photoflash bulbs are used primarily 


in illustrations in which live model 
appear, and the photoflood bulb 
“stills.” 

Increasing reliance on draw 
and paintings for advertising illus- 
tration, as well as use of illustra- 
tions made primarily for news pur- 
poses, was forecast as a_ natural 
result of the order. 


Oc 
BS 


Millburg to Clegg 


J. A. Millburg, for the past three 
years executive secretary of the San 
Antonio Graphic Arts Federation, 
has resigned to join the Clegg Com- 
pany, San Antonio printer and sta- 
tioner. 


Meanwhile 


Worcester’s” 
have risen until in August they were 32 per 
cent above the high level for August 1941 — 
and Worcester’s average industrial wage has 
kept climbing until in August it hit the new 
peak of $44.12 weekly. 


This rich and responsive market — heart of industrial New 
land — is covered by The Telegram-Gazette alone. There 
other Worcester daily paper. Population: Worcester 192 
City and Retail Zone 440,770. Telegram-Gazette circul< 
more than 138,000 average net paid daily. 


th TELEGRAM -GAZE 


WORCESTER MASSACHUSETTS 
Ceoece F. Boortn, Pubsh3- 


OCK and ASSOCIATES, NATIONAL REPRESEN 


OWNERS of RADIO STATION WTAG 


$175,000,000 
WORTH OF WAR 
MATERIALS 


Will be made in 
WORCESTER 
in 1942 


That's a gain of about 75 per cent over Worcester’s war mate- 
rial production in 1941. Forty thousand Worcester workers are 
now engaged solely in war work. In hundreds of shops, big ond 
little, they’re turning out the most diversified stream of war 
products that flows from any city on the Eastern seaboard. The 
importance of some of this work can be gauged from the fact 
that one Worcester factory has purchased $42,000 worth of 
precision gauges to assure accuracy in production. 


industrial payrolls 
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Market Research and 
Postwar Planning 


n discussing “The Relation of 
rket Research to Postwar Plan- 
ing” in the October issue of the 
irnal of Marketing, John T. An- 


any, Middletown, O., outlines a 
cedure by which industry may 

itself the proper goals for 
nandling the task of balancing pro- 
iction and consumption. Briefly, 
the steps are these: 

(a) Construct or obtain a statis- 
tical picture of the probable struc- 
ture of the economy at the end of 
the war. 

(b) Determine the relationship 
that has existed historically be- 
tween the sale of your industry’s 
products and national income. 

(c) If a close correlation is dis- 
cernible, project your possible pro- 
duction figures to the higher levels 
of income. 

(d) Decide on the set of condi- 
tions and level of national income 
outlined in step (a) you think most 
likely to exist in the immediate 
postwar years, and correlate this 
with the calculated production of 
your products under the assumed 
conditions. Make allowances for 
other factors, such as deferred de- 
mand. This becomes the goal for 
your industry. Your desired share 
of this total market then becomes 
the postwar goal for your com- 
pany. 

(e) With this goal in mind, de- 
cide on your plans for producing 
and marketing that volume of goods. 

a a % 

Realizing that the younger gen- 
eration will just about be coming 
into the purchasing group by the 
time the war is over, the El Paso 
Electric Company, El Paso, Tex., 
furnished 30 electric ranges free for 
by home economics classes i? 
the local public schools. 


US¢ 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


son, American Rolling Mill Com- | 


a ag 1% 
Brighter days for the coffee in- 
dustry are anticipated by British | 


coffee men who, according to Spice 
Mill, have formed a new association 
“to promote the trade of Home 
Trade Coffee Buyers in the British 
Isles, and to protect and advance 
the interests of Home Trade Coffee 


Buyers in all matters relating to 
their trade.” A news bulletin has 
been inaugurated with plans to de- 
velop it into a larger publication 
in the postwar era. 
ae % co 
The American Maritime Council 


is now making preliminary studies 
for the formulation of a sound pro- 
gram for the orderly return of ship- 
ping to private ownership and op- 
eration after the war, reports the 
New York Journal of Commerce. 

a Bo Ba 


R. G. Haskins Company, Chicago 
manufacturer of tapping equipment, 


——— eee 


| Did you miss 
WICKARD? 

HENDERSON 
BIDDLE? 


In Person 


on the NEW 
MARCH oF TIME 


Sponsored by the Editors of 


TIME 


The Weekly Newsmagazine 


|} is emphasizing in its advertising the 


point that its machines are standard 
and may easily be converted for 
peacetime operations after they 
have served their usefulness on war 
production. 

ok 


* * 


A Joint Committee tor Postwar 
Nitrogen Utilization is to be formed 
at a meeting in St. Louis Nov. 2, 
for the purpose of undertaking a 
)rogram of research. The initiative 


|tilizer Association and the work 
j}aims to increase nitrogen use by 


developing supplemental fertilizer 
programs primarily for the South- 
ern part of the country. 

In addition to the agricultural 
phase of the research, expanded 
uses for nitrogen in industry also 
will be sought. Among the fields 
to be explored will be refrigeration 
and refrigerated lockers on farms. 
Explosives in peacetime industrial 
uses also are expected to utilize 
more nitrogen, depending on the 
industrial activity after the war. 
Greater volumes of nitrogen will be 
required in the chemical industry 
and expanded uses are expected to 
be found in the textile industry and 


| other fields, according to spokesmen 


is being taken by the National Fer-! for the project. 


Johnson Advanced 


Gladys M. Johnson has been) 
named acting director of the home 
department of Successful Farming, 
and has become an associate editor 
of the magazine. Miss Johnson, 
who has been on the staff of the 
magazine for the past three years, 
replaces Margaret Sherman, who 
has enrolled in the WAAC. Evelyn 
Cardamon, associated with the 
Meredith Publishing Company for | 
the past seven years, has been pro- | 
moted to assistant editor. 


Frasier Advanced 

E. F. Frasier has been appointed 
manager of H. J. Heinz Company’s | 
San Francisco sales office. Mr. Fra- | 
sier, who has been with the Heinz | 
sales organization since 1927, suc-| 
ceeds the late Joseph S. Hutton. 


Names Cory Snow 


Cory Snow, Inc., Boston, has 
been appointed to handle advertis- 
ing and public relations for Harvey- 
Wells Communications, Inc., South- 
bridge, Mass., manufacturer of 
communications equipment. Adver- 
tising will start in December issues 
of a list of business papers, and 
during 1943 other business papers 
and export papers will be added. 


Johns Advanced 


Russell C. Johns, advertising man- 
ager of Aero Digest, has been ap- 
pointed assistant publisher of Aero 
Digest, The Sportsman Pilot and 
Revista Aerea. In his new post Mr. 
Johns will continue to direct sales 
and advertising, while coordinating 
activities of the various departments 
of the three aviation magazines. 


wy 


ERE WE WUZ, playin’ the game and mindin® our own business, when 
ups they come with a haymaker that hit below the belt. 


. 
seen it .. 


shinin’ shoes. 


Of course, we ain't goin’ to do that, “cause we wuz robbed, and we can 


prove it. That “umpire” just 


Just to make it legal, we calls in Brother Hooper to do a little checkin’ 
Mr. Hooper made 7388 calls in Cedar Rapids while Station B's 
“white paper” shows they made about 200 calls in our home town. Station B 
wuz way off base in Linn County. 


for us. 


All you guys know that Hooper is reliable. 


this! 
other stations combined. 


Can you imagine? 


Yep, we're goin’ to keep on doin’ business at the same old stand on lowa’s 
WMT continues to get the listeners . 
continues to reach more of the important markets in lowa because we are 
located approximately in the center of their concentration. 


finest frequency, 600 Ke. 


had faulty eyesight. 


(That's our home.) 


Station B's 


Stations ‘List 
LI 


Sure, you've 
. that survey of Station B’s that hit the sidewalk awhile back. 
Accordin’ to them we might as well sell our transmitter for scrap and start 


So what does he find? 
Most of the time WMT has more listeners in Cedar Rapids than all 


And, all of the time, WMT has approximately 
twice the listeners of Station B. Their survey claimed they wuz first at night. 


.. and WMT 


ened to 


NN COUNTY 


(Based on about 200 calls) 


Get 


And remember. 


boys, our rates are still the lowest in lowa per radio family. regardless of 


power! 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


5000 Watts Day and Night - 600 K.C. 


Hooper Survey 
of Coincidental List 


A COWLES STATION 
WATERLOO 


Represented by the Katz Agency 


ening 
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s remained practically unchanged PRELIMINARY ESTIMATES OF THE CIVILIAN POPULATION OF CONTINENTAL UNITED STATES, BY STATES: 
opu ation Oars from April 1, 1940 to May 1, 1942, MAY 1, 1942, WITH COMPARATIVE FIGURES FOR APRIL 1, 1940 
the excess of births over deaths [A minus sign (-) denotes decrease. Percent not shown where less than 0.1) 
8 : and the net immigration of civilians es aaa 
. being cancelled by inductions into Estimated Estimated ease in 
in ew States: and enlistments in the armed forces. civilian Ba civilian icak Get te ’ 
, Division and State population pop population ie. ta’ 
. Total Declines ’ 
Man Decline May 1, 1942 | April 1, 1940 | April 1, 1940 oe) teres h 
y The total civilian population " p 
numbered about 131,315,000 on May United States.....seece 131,315,393 131,669,275 131,323,136 -7, 43 a h 
i 1, compared with about 131,323,000 | GEOGRAPHIC DIVISIONS: : 
Pacific Coast Leads nah ony rahe ‘The enttennted | New England.........+.sse0: 8,439,148 8,437,290 6,420,638 18,510 0.2 
4 eg Serer dd Atlantic. .cccccccecs 26 ,887 ,461 27,539,487 27,495 ,694 -608, -2.2 7 
in Increases; Total figures for the civilian population of poy Dey ne hela 27,087,748 26,626, 342 26,597,906 489 ,642 1.8 T 
U S Fj U h d the nation and the states in 1940 West North Central......... 13,018,130 13,516,990 13,498,723 -480 ,593 -3.6 b 
ita igure ne ange were obtained by subtracting the South Atlantic..ccccccccces 18,096,660 17,823,151 17,703,875 392,785 2.2 0! 
numer of meveems Ueted in the! East South Central......... 10,750,984 10,778,225 10,758,306 -7,322 -0.1 
Washington, D. C., Oct. 27.—De- a ee h West South Central......... 13,055,954 13,064,525 13,032,258 23 ,696 0.2 C 
sie dain, mein ts oat ee members of the DE ccitdbuccesesscens 3,966,575 4,150,003 4,130,950 -164,375 -4.0 
clining Civilian population in more! armed forces from the total popula- PUUMNEDs cdsccccevecsccsncee 10,012,733 9,733,262 9,684,786 327 ,947 3.4 T 
than half the states and rapid in- tion.) NEW ENGLAND h: 
creases in a few states containing} The Pacific Coast had the highest | EPP TT TTT Terre 835,164 847 , 226 842 ,622 -7,458 -0.9 as 
most active war industries were re-| rate of increase among geographic | New Hampshire......sseeeees 472,731 491,524 491,308 -18,577 -3.8 F 
xorted toda b the Departme f ae . hi » | VOFMORE o occccccccccccccccce 344,061 359,231 356,701 -12 ,640 -3.5 
a veoge Mia. partment 01 | divisions, 3.4 per cent, while the| Massachusetts........0.000. 4,290,194 4,316,721 4,316,669 -26 ,475 -0.6 “ 
ommerce bureau of the census in| District of Columbia, with a gain of | Rhode Island........seeeee- 723,897 713,346 706,772 17,125 2.4 
releasing the first authoritative| 24.9 per cent, increased more rap- Connecticut....sscecseeeeees 1,773,101 1,709,242 1,706,566 66,535 3.9 vi 
state-by-state population estimates idly than any state. MIDDLE ATLANTIC: "i 
since the 1940 census. The four states with highest gains New York...... niemeieaauae 12,929, 781 13,479,142 13,435,367 -505 , 586 -3.8 lis 
The estimates were based mainly | were Nevada, 17 per cent; Virginia, HOW POPOCFe cccccccscccccece 4,245,062 4,160,165 4,160,153 84,909 2.0 ai 
a — nationwide registration for 6.4 per cent, mostly in the Hampton Pennsylvania.....ssesceeees 9,712,618 9,900 ,180 9,900,174 -187 , 556 -1.9 to 
ar Ration Book No. 1 (sugar) ; naval construction areas and EAST NORTH CENTRAL: co 
from May 4 to 7 this year maaee ote P nf aa GLO. ccccccccccscccccccecse 6,959,627 6,907,612 6,907,532 52,095 0.8 
’ ’ ° in Arlington and Fairfax counties, In 3493515 3'427'°796 3°427 792 65.723 19 
J. C. Capt, director of the bureau, } < : shi - Mich- BIANR.. +e esecrcccccorsers Pro vee’ ; on : ms 
a veel. au, | suburbs of Washington, D. C.; Mich Illinois...... caadbeonenens 8,008,067 7,897,241 7,875,107 132,960 1.7 th 
reported that the civilian population | jgan, 5.9 per cent, primarily in the Di hcthegsebeesebene 5,562,183 5,256,106 5,250,591 311,592 5.9 S) 
Detroit area; and Maryland, 5.2 per WISCONSIN... ceeeecesecceves 3,064,356 3,137,587 3,136 , 884 -72,528 -2.3 M 
cent, mostly in the Baltimore area. WEST NORTH CENTRAL: Pz 
MAImNOSOCE. ccccccccsccsccces 2,667,916 2,792,300 2,787,593 -119,677 -4.3 
New England Down TOWBccccccccccccccccscccse 2,455,132 2,538,268 2,536 ,432 -81,300 -3.2 th 
MA OGOUFL o cccccccccccsecccce 3,750,257 3,784,664 3,783,210 -32,953 -0.9 
The civilian population decreased North Dakota...........+-. , "588,539 "641,935 641,706 -53,167 -8.3 en 
in all New England states except PE SOR s bb cecccseseees 589,967 642,961 642,561 et ew ha 
is ‘ . ti : BODFOGUR ccc cccccccecccceces 1,241,143 1,315,834 1,312,851 -71, -5. Te 
goed ak ack eee = SE addstcdesencntusze 1,725,176 1,801,028 1,794,370 -69,194 -3.9 wy 
; oes } ‘| qj-| SOUTH ATLANTIC: | 
states of orice gue restr te gaps Sc cscnedéiasenkss c 276,633 266,505 265,125 11,508 4.3 ia 
vision gained som at, excep DE Mctscecesvegeecooces 1,903,262 1,821,244 1,808,745 94,537 5.2 . 
Wisconsin, which has the highest | District of Columbia,...... 821,299 663,091 657,619 163,680 24.9 Ok 
percentage of rural population in| i rT TTryTT Trey 2,803,861 2,677,773 2,636,049 167,812 6.4 W. 
the group | West Virginie. .ccccccsecses 1,863,402 1,901,974 1,901,607 -38,205 -2.0 Co 
tor ally : . | North Carolina........... ee 3,493,047 3,571,623 3,560,453 -67,406 -1.9 
Civilian population declines were South Carolina..... sinieenies 1,904,418 1,899,804 1,889,662 14,756 0.8 ‘ 
registered in all of the West North rT TTT TT rT 3,081,632 3,123,723 3,096,424 -14,792 -0.5 ad’ 
Central states, with losses particu- Florida..... Terre rrr rrr eer 1,949,086 1,897,414 1,888,191 60,895 3.2 ing 
larly heavy in the tier of Plains EAST SOUTH CENTRAL: bee 
states extending from North Dakota —- Cece reeerereeesees pomeeeGee sone aes rer Wet “Sete yw the 
iii, alte : DEED s cc ccvensereseoces > , ° , , P ° 
to Oklahoma. These states also lost a cieeseiaeenadseus 2,917,707 2,832,961 2,827,232 90,475 3.2 ; OR. 
population in the thirties. At that Mississippi.............0+5 2,138,559 2,183,796 2,183,378 -44,819 -2.1 . I 
time the decline was attributed to WEST SOUTH CENTRAL: Ge 
the drouth, not a factor from 1940 to DE ctetscencsceeess ‘ 1,973,033 1,949,387 1,947,729 25,304 1.3 joit 
1942, and the bureau of the census DOME s ccecccsescsoones ° 2,435,364 2,363,880 2,358,256 77,108 3.3 fice 
has attributed the current decline to Oklahoma....... eeeeeee . 2,180,545 2,336,434 2,326,865 en -6.3 : J 
the exodus of farmers to war work ., | rPrrrrrrrrrr rer. titi 6,467,012 6,414,824 6,399,408 P 1.1 ve} 
MOUNTAIN ha: 
Montana..... eoccecs eovccecs 523,625 559,456 557,728 -33,903 -6.1 : 
BOORB.ccccesce cece eoveses 478,969 524,873 524,778 ~45,809 -8.7 4 . 
EVERY AD MAN heehee : 232/864 250,742 242,332 -9,468 -3.9 - 
Colorado PTETTETELELEL EET 1,093,569 1,123,296 1,117,433 -23 ,864 -2.1 0 
Needs this New Collection REckcbscbbcsecesies 489/872 531/818 "531,723 -41,851 -7.9 Barr 
@ Arizona....... TETTELELT ° 464,725 499,261 496,987 -32,262 -6.5 i 
of War-time Advertising shesesekesseccessoeses 554,054 550,310 549,980 4,074 0.7 bee 
@ @ Subjects. ..... PED ocasescseccees seekes 128,697 110,247 109,989 18,708 17.0 = 
PACIFIC: | 
Washington........... eoccce 1,755, 784 1,736,191 1,712,120 43,664 2.6 sale 
OPOBOR. .ccoccccccccccccccce e 1,069,069 1,089 ,664 1,087 ,642 -18,573 -1.7 mis: 
California...... ossevoncea 7,187,880 6,907,387 6,885,024 302,856 4.4 Mar 
ty M 
pres 
s “Unartni mnanriali » ine * -* . Eco 
1 ena RLD Sbectalized types of in-) Warren Rejoins Ahrens | Chain Store Index Up the 
strial c ers. : A 
Southern states i additi James S. Warren, who for 12 The Chain Store Age index of cade 
Southern states in addition to years served in editorial capacities|September sales of leading chain , 
Oklahoma losing civilian population | °° Hotel M scones t. Pe 4 ps eagee aed 6 Oe 183 Ee 
: West Virginia, North Carolina. | on ote anagement, Restaurant | store organizations advanced to 183, nine 
were Wes B ’ Larolna,! Management and Hotel World Re- |from 182 in August. The figure for WF} 
Georgia, Kentucky and Mississippi.| view, has rejoined Ahrens Publish- | September, 1941, was 148. These dent 
All of the Mountain states except) ing Company, New York, as field index figures are based on 1929-1931 ee 
| Utah and Nevada registered losses. | editor of the Ahrens publications. | average sales taken as 100. we 
| Gains in California and Washington | So —— the 
on the Pacific Coast were partially| To ‘Post-Standard’ Norman to WCRS to L 
offset by a loss in Oregon. Cali- ‘ani : ; . Ra 
fornia’s numerical increase was sec- William A. Glass, who has been Ralph Norman, formerly on the tor « 
- onte 4 that f Michi i i th -engaged in advertising work in| advertising staff of the News and has j 
ee ne ee ee ee eee _oe om | Syracuse, N. Y., for the past 11)! Piedmont, Greenville, S. C., has Fd 
| States gaining more than 300,000 years, has joined the advertising| joined Station WCRS, Greenwood, i 
| civilian inhabitants in 25 months. | Staff of the Post-Standard, Syracuse. | as commercial manager. dire : 
( 
Adjustments Are Made 


| Because the number of sugar 
| registrants was incomplete or unre- 
| ported for some areas, figures for 
these sections were estimated on the 
basis of trends in similar or neigh- 
| boring areas. An independent esti- 


Big National Advertiser 


| mate was made only for the country WANTS A 
as a whole, so constant small adjust- 
ments were made for all states on “ . ss 
the basis of this estimate, although Ass t Advertising Manager A 
duplications or failure to register Ko. 
may have been relatively more fre- mo: 
quent in some states than in others. Exceptional position with one of America’s 
The District of Columbia esti- : I 
uy 


mate was based mainly on city di- largest advertisers for really top-flight man 
rectory listings, because the number 
of sugar registrants was much lower 
than the civilian population indi- 
cated by other sources. A _ large 


/ 4 oe ; vr ‘ = ." iz e nae - S Sear” F 
J 4 . “s : : : 
; BS portion of the government workers not necessary. Give full details in first letter. ical 
x in this area live in rooming houses, Pas | 
eat in restaurants, and do no home All replies confidential. Cnly A-1 man can Ko, 
cooking. 


who can prove he has ideas, imagination, and 


ae. om 


executive ability. Food experience helpful but 


. . . D..2 
a qualify. Mid-West location. Address Pri 
LIP this ad to your letterhead and we will where. FREE to ad execs only. No obliga: | ate 
C send | 1 F RE E. ur new WAR-1 IMI t ; k ~ Ww 1 t just Patterson Advanced 
ene you ‘ ur eV é ions of any ind, e are sending out ju 
PROMOTION SUPPLEMENT. Full of Sol- 500 FREE! First come first served. |__Buell A. Patterson has been Box 3842, Advertising Age, Chicago p 
diers, Sailors, Uncle Sam, pretty gal Defense appointed publicity director for 8s 
Workers, Marines, Tanks, Guns, Bombers, * American Airlines, with headquar- 7 
Military romances, Air Wardens and all the EYE CATCHERS, Inc. ters in New York. He joined the 
high-blood-pressure devices of modern war as 10 East 38th Street, New York company in 1939 as central publicity a 
applied to advertising Nothing like it any- *Reg. U. S. Pat. Office director with offices in Chicago. , a 
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| 
Ad © th of Food Distribution, has been com-| pany, Cincinnati, has received an | e of Broadcasters, annual meeting, 
men in e missioned a captain in the quarter- | ensign’s commission in the WAVES. Coming King Edward Hotel, Toronto. 
|master corps and reports for duty Earl McDonald, advertising man-_ LS 
Armed Forces at Camp Lee, Va. ager, Grand Pop Bottling Company, | 7 Network Starts Campaign 
Marvin Cohn has resigned as copy Cincinnati, has enlisted in the Army Conventions 


ai : nos anes deed ts pe tad to ¥ The Daniel Boone Network, com- 
Earl G. Tho . radio director of lrector for rey verusing as a private, and has reported to Ft. 


: . os posed of stations WOPI, Bristol, 
hs gency, New York, to enter the Thomas, Ky. ' Tenn.; WKPT, Kingsport, Tenn., 
Merident of the Chicas Radio| AT: | mk Guaniemns” Teka Sam acai th, aaa tates 
res F: : annua convention, otel ew | le hi an advertisi é ai 

Management Club, has been com- Robert Stinson, formerly in the aunching an advertising campaign 


publicity department of Curtis Pub- | To McCann-Erickson | Yorker, New York. through the offices of 


; < : Henry J. 
7 — a. ee ‘cn lishing Company, Philadelphia, has! Harold H. Clapp, Inc., Rochester,| Nov. 11-12. Association of Na- . Advertising, Washington, 
se -| joi ort ' N. Y., baby food manufacturer, has | tionz ertisers, wartime con-| - © 

Thomas, who founded the club, will joined the Marine Corps. baby food manufacturer, has/tional Advertisers, wartime con 


: : Burton C. Wilson, former sales @Pppointed McCann - Erickson as| ference, New York. . 
i" ay Gian Gee manager of the national division of @8ency to handle a special cam-| Noy, 12-13. Association of Cana- Named Representative 


) -. |Walker & Co., Detroit, has b paign on the Pacific Coast. Con-| gia Advertisers, < ‘ elie Robert C. Dallas has been ap- 
Norman Strouse, assistant Pacific | a ; ‘ — sumer copy for November has been ~ven SUaare, SNE CHNVER pointed Toronto advertising repre- 
Coast manager for J Walter | Commissioned a major in the Army placed in the Pacific Coast editions tion, Toronto. 
a ; ‘and is stationed at the tank-auto- | *, 2 = : 


sentative for The Christian Science 
Monitor. R. C. Van der Voort, for- 
merly representative, has been ap- 


: ‘ ; . sail a , ;.| Nov. 23-24. American Associa- 
apg do gy ag pt tag | motive center, Detroit. Week Foe i ‘Was tone gion ,tion of Industrial Editors, annual 
as a private and reported to Mather | _Mary Ellen Costello, formerly as- pointment in no way interferes with | convention, Roosevelt Hotel, Pitts-| pointed to the office of the Christian 
Ficld, Sacramento, for training for | #stant to the director of advertising Young & Rubicam’s status as reg- burgh. — Science Committee on Publications 
a commission. » Kroger Grocery & Baking Com-| ular agency for the Clapp account.! Feb. 15-17. Canadian Association! for Ontario. 

Hubbard E. “Hub” Anderson, ad- 
vertising supervisor of Union Oil 
Company, San Francisco, has en- 
listed as a mechanic in the Army i { 
air forces. He is assigned to Stock- 


ton, Cal., where he will train for a S = 
commission. Oo e = Vv e rt 7 4q | n 
Frank J. Harrington, formerly on 

the sales staff of Station WSYR, 

Syracuse, N. Y., has enlisted in the 


Marine Corps and is assigned to . e 
Parris Island, S. C., for training. e t i = 4 n Oo 
James T. Jackson, publisher of 


the Producer, Seminole, Okla., has 


enlisted in the Army air forces and 
has been assigned to San Antonio, 
Tex. He is a veteran of World 
War I. 
Lina Jane Walker, advertising 
manager of Clarkes Clothiers, Tulsa, | 
Okla., has resigned to attend the) 
WAVES training course at Smith 
College, Northampton, Mass. 
John R. Parrott, formerly on the 
advertising staff of Curtis Publish- 
ing Company, San Francisco, has 
been commissioned a lieutenant in 
the Navy and sent to Quonset Point, 
R. I., for training. 
Edward B. Scull, copywriter with 
'  Geare - Marston, Philadelphia, has | 
joined the Army as a volunteer of- | 
ficer candidate. 
John D. Stanard, president of Ad- 
: vertising Associates, Chattanooga, 
has enlisted in the Army as private. 

Margaret Sherman, associate edi- 
tor of Successful Farming, Des 
Moines, has joined the Women’s 
Army Auxiliary Corps. She has 
' been succeeded by Gladys Johnson, 
also an associate editor. 

Tom Fry, of the Blue Network 
sales staff, New York, has been com- 
missioned first lieutenant in the 
Marine Corps Reserve. 

Malcolm Hart, Jr., formerly vice- 
—_ president of What’s New in Home 

Economics, Chicago, has enlisted in 
the Army air forces as an aviation 
of cadet. 
ain Edmund Leonard, for the past. 
nine years on the sales staff of 
WFBL, Syracuse, N. Y., and presi- | 
931 dent of the Advertising Club of 
ra Syracuse, has resigned to enlist in| 
the Army. He has been assigned) ! 
to Long Beach, Cal. 
Raymond H. Stokes, associate edi- 
the tor of ApverRTISING AGE, New York, | 
has joined the Army. 

Edwin W. Ebel, marketing direc- 
tor of Tracy-Locke-Dawson and a 
director of the American Institute 


‘ SUPERR 
ART-COPY 


A Chromart Colorprint from 
Kodachrome is the best that 
money can buy. 


LOCAL dealers in 106 cities from coast to coast 
tied in with the 1941 Sherwin-Williams national 


advertising in The Christian Science Monitor. 


They placed 829 advertisements in the Monitor 
mentioning Sherwin-Williams over their own 
signatures. 


This year, when Sherwin-Williams used the 
Monitor for advertising their new KEM-TONE, 
the support of dealers was impressive. In one 
month retailers in 79 cities placed 130 advertise- 
ments featuring KEM-TONE. Two of the tie-ins 
are reproduced at the left. 


Monitor salesmen in the United States and 
Canada are ready to merchandise your national 
campaign—as they did the Sherwin-Williams 
advertising. At no extra cost, they will call on 


local dealers advertising in the Monitor to pro- 


mote tie-ins for your product. 


Here’s a plus service that gets results for Heinz, 
Lux, Enna Jettick, Kickernick and others. Would 


you like full information about its value to you? 


It possesses full art-copy qual- 
ity, as required by makers of 
fine color plates. That is why 
leading agencies rely on our 
print service, 


A Chromart can be dramat- 
ically displayed, retouched, 
pasted inte artwork. A 
Kodachrome cannot. 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper—in Three Regional Editions 
REACHING IMPORTANT MARKETS FROM COAST TO COAST 


Prices start at $38. Investi- 
Late! 


PHOTOCHROME 


837 North Fairfax, Hollywood 


| a Overnight by Plane 


Published by The Christian Science Publish ing Society, One, Norway Street, Boston, Mass. 
NEW YORK: 500 Fifth Avenue 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, 
. Seattle . . . London, Paris, Geneva, Sydney 
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Paul Smith Drops 


OWI Post, Seeks 
Bayonet Drill 


Washington, D. C., Oct. 27.—Lt. | 


Comdr. Paul C. Smith, former gen- | 
eral manager of the San Francisco 
Chronicle, today resigned both his 
post as chief of the news bureau 
of the Office of War Information | 
and his commission in the United 
States Naval Reserve and announced 
his intention of enlisting as a pri- 
vate in the Marines. 
Although Elmer Davis’ 


“principally to personal reasons,” it 
came within three days of an official 


OWI statement that he and Mr. | 
Davis had been “co-partners with 
the War Department in the main- | 


tenance of secrecy surrounding cer- 


33-year- | 
old lieutenant attributed his action | 


T 


Y2 Million Peo- 
ple in North- 
eastern Wiscon- 
sin Listen Nearly 
60% of the Time 
—The Only Big 


| tain planes which participated in | 
the Tokyo raid.’ The press had 
criticized the Army for withholding | 
the news that several planes par- | 
ticipating in the raid led by Brig. | 
| Gen. James Doolittle last spring had | 
not reached their bases. 
“I’m still not an old man,” Com- 
mander Smith told newsmen, “and | 
I feel that I should learn some- | 
| thing about the anonymity and sub- | 
|ordination that a hell of a lot of | 
people have got to learn in this | 
‘war. I am going to learn how to/| 
use a bayonet. There’s nothing 
wrong with being a lieutenant com- 
mander except that I couldn’t run 
a destroyer, and that’s what a lieu- 
tenant commander is supposed to | 
do.” 
| Mr. Davis declined to ComnenNeN. | 
on published reports that he would | 
resign, as well as the suggestion | 
|made at today’s Presidential press 
|conference, which he attended, that 
the Navy and the OWI had failed 
in their jobs in not giving all news- 
papers and press services informa- 
tion on the Solomons battles as 
complete as that garnered on the 
scene by Hanson Baldwin, military 
expert of the New York Times and 
Annapolis graduate. 


Bartel Advanced 


William A. Bartel, who has been 
with John A. Cairns & Co., New 
York, since the company was or- 
ganized, and has been copy chief 
since 1939, has been named a part- 
ner in the company. He will con- 
tinue his duties as copy chief. 


Getting Personal 


J. R. Cominsky says that one of life’s most unusual experiences for 
an advertising man came when he sat on a stage with 200 college 
presidents at the inauguration of Dr. Harry Noble Wright, new prexy 
of City College of New York. Mr. Cominsky points out, however, that 


he sat in the elite 
circle not because 
he is the newly- 
appointed execu- 
tive v.p. of the 
Saturday Review 
of Literature, but 
because he is 
president of Ro- 
chester’s Greater 
New York alumni 
ye 

Miss Grace 
Walker, who has 
served as secretary 
to the board of di- 


rectors of the 
Audit Bureau of 
Circulations for 


the past 25 years, 
was presented with 
a handsome silver 
bowl in apprecia- 
tion of her good 
work at the board 
meeting held Oct. 
14 on the eve of 
the ABC conven- 
tion in Chicago. . . 

If there were 
any Chicago 
agency men 


ON THE DOTTED LINE 


Al Jolson, whose new variety program for Colgate Palm- 

olive-Peet Co. is being aired over the CBS network 

this fall, signs the contract with Stuart Sherman, pres. 

of Sherman & Marquette, Chicago, agency handling the 
show. 


around when the Naval air station at Elizabeth City, N. J., got its 
war bond pennant, they probably recognized the sprightly lieutenant 


-\Calendar Offer Is 
‘Spearhead of New 


Sunbrite Drive 


| Chicago, Oct. 29.—A _ calenda;- 
almanac offer will spearhead the f..|| 
|advertising campaign for Swift & 
|Co.’s Sunbrite cleanser, which |» 
| underway last weekend. The cal... 
dar features Doris Lee’s oil pai: t- 
ing, “Family Reunion”; the how. e- 
hold guide contains such wart se 
hints as time tables for roas’ og 
meat, first aid suggestions, ince: (| 
ary bomb-fighting instructions, « ire 
of pets during wartime, a ma) of 
the world and insignia of the ar) ed 
services. 

The painting shows a soldie: on 
furlough having dinner with his 
family, and is expected to have \ de 
appeal to families with men in ‘he 
armed forces. Art-conscious ad: er- 
tising men will recall Miss | e's 
“Thanksgiving Dinner,” which von 
the Logan prize in 1935 and was 
|/reproduced by Life in 1937, © ith 
the comment that the painting ad 
“bustle and bounce and sly hum »r.” 

The calendar and illustrated g: ide 
are offered free with three Sunb-ite 
labels. Copy promoting the offe> is 
appearing in large-space color d- 
vertisements in This Week Maga ne 
Oct. 25, The American Weekly oy. 
/1, and Woman’s Home Companin's 
| December issue, out Nov. 18. 
| The offer was also promoted «x- 
tensively in grocery business papers, 
) and an extensive list of tie-ins nd 
|dealer aids has 


Station in This 
Rich Area. No Other 
CBS Station can be 
Heard Regularly. 


Cronin to McGillvra 
Kevin Cronin has resigned fron 
the advertising sales staff of 


Gillvra, New York. 


Typothetae Elects 
Typothetae-Franklin 


Seoe 
warts 


BS outlet for 
n Wi 


f the } only C 


Wm. Kuttkuhn, 


vice-president; 


officers: 
E. L. Baring, 


the 
New York Mirror to join the sales 
department of Joseph Hershey Mc- 


Association 
of Detroit has elected the following 
president; 
Roy 


on the platform. 


Youngstown, O., 


headed the war activities of the 
International Affiliation of Sales 
and Advertising Clubs until a 
month ago, is now chief of in- 
formation campaigns for the Of- 
fice of Defense Transportation. . . 

Walter Weir turned down sev- 


oar 
Cahill, treasurer, and C. C. Means,| ¢ral government offers before he 
GREEN BAY, Wisconsin secretary-manager. finally teamed up with Kenyon 
& Eckhardt. Now he does find 


(fe 


Y 
CWIPT ON THE SALES 
DRAW..." Zooanes 


Garnering inquiries at amazingly low cost 
+ ++ promoting sales at maximum econ- 
omy—these are every day accomplish- 
ments of KXYZ, Houston and KRIS, Cor- 
pus Christi. The “Twins” blanket the 
rich, populous Texas Gulf Coast with a 
variety of leading network programs which 
assure a high degree of listenership. 


If Texas is your market, certainly Houston 
and Corpus Christi are the two metro- 
politan centers you want to dominate be- 
cause these are Texas’ two fastest-growing 
cities. Here there are no plant conver- 
sions, no lay-offs . . . for oil, cotton, live 
stock, farm produce and Gulf Coast manu- 


factured munitions are in great demand by 
a country at war. 


aus. Today, let us tell you all about the “Twins” 
Branham Co. and how their special combination rates 
e will save you considerable. 


time to advise playwright Robert 
E. Sherwood on the conduct of 
the overseas branch of OWI. Mr. 
Weir once aspired to be a play- 
wright... 

Clyde M. Joice, Goodkind, 
Joice & Morgan prexy, had a big 
day recently: he went down to 
Kelly Field to see John Alden 
Joice, his son, get his wings and 
become a 2nd looie in the Army 
air forces. The same day Lt. 
Joice married Kathryn Boatright. 
Before joining the air forces, Lt. 
Joice was with Collins, Miller & 
Hutchings, Chicago engraver. . . 

When members of the business 
meeting council of the New York 
Sun (composed of the paper’s 
business execs.) convened Oct. 
23, Herbert B. Fairchild, 
gen’l. 


ass’t. 


he presented the Sun’s gen. mgr. 


Moss Associates, 
nine - pound baby, 
his first, has been 
christened Robert 
Louis. . . Frank L. 
Keller, ad mgr. of 
Harvard Brewing 
Company, Lowell, 
Mass., is honey- 
mooning with his 
bride, Leona. They 
will live in 
Chelmsford, 
Mass. . . 

Henry Healy, ad 


mgr. of the Trans- 
cript & Telegram, 
Holyoke, Mass., 
has become the 
proud father of a 
baby girl. . . Larry 
Edwardson, com- 
mercial manager 
of WNBC, Hart- 
ford, whose hobby 
is photography, 
has received word 
from London thai 
one of his pictures 
depicting circus 
life has been 
raphy. 


Williams. 


tion, 


He was Lt. John M. Toland, USNR, who formerly 
was in the Chicago offices of Collier’s and the New York Mirror. 

. Paul Bolton, formerly president of Bolton Advertising Company, 
was recently injured in the crash of a Chevy Chase 
bus on Connecticut avenue in Washington, 


manager, announced that the meeting fell on the 20th annivers- 
ary of Edwin S. Friendly’s association with the Sun. 
and council chairman with a hand- 
printed scroll, a sheaf of congratulatory telegrams, and a large desk 
set bearing an inscribed silver plate. . . 

That ear-to-ear grin on the face of Paul Pandolfi, art director at 
is due to a visit from Sir 


PAYING WITH A SMILE 


Henry T. Ewald, pres. 
$35,000 for Teddy Roosevelt's autograph-plastered cam- 
paign hat at a recent Detroit victory bond auction. With 
him here are (left to right) George W. Stark and P. W. 
The hat is on display in Detroit News offices 


placed on display 


McGraw-Hill’s Dave McGrath, who recently underwent an opera- 
is now recuperating at his home... 


been prepared. 
| Needham, Louis and Brorby has the 
| account. 


Gilmore on Air 

Gilmore Oil Company, Los An- 
geles, will launch a new half-hour 
| radio show, “Gilmore Furlough 
Fun,” Nov. 2 over five Pacific Coast 


D. Cc. Mr. Bolton, who 


ANOTHER MILESTONE 


NBC stations, KFI, Hollywood, 
KPO, San Francisco, KOMO, Se- 
attle, KGW, Portland, and KWMJ, 


Fresno. The program is aired from 
7:30 to 8 p. m. PWT. Ruthraulf & 
Ryan is the agency. 


(Bill) Bird, shown here holding 
the cover of the first issue of Cosmopoli- 
tan in which he sold space, recently was 
guest of honor at a dinner given by H. 
M. Dunlap, publisher, to celebrate Mr. 
Bird's 25 years with the magazine. Left 
to right are Mr. Bird; J. D. Gallagher, 
Cosmopolitan representative; Mr. Dunlap, 
and L. J. McCarthy, director, Hearst 

Magazines marketing division. 


ee © 


Accordingly, After VICTORY 
Since September, 
1939, Tri-City In- 
dustrial Employ- 
ment has increased 
86°/,. Over 70%, of 
this employment 
originates in the 
Moline-Rock Island 
Zone. 


Stork at his home. The 


of Campbell-Ewald Co., paid 


in the G-M building. 


in the British Salon of Photog- 


NATIONAL REPRESENTA’ vES 


THE ALLEN-KLAPP CO. 
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Old Anti-Acid 
Tablet, New Name 
Combined for Test 


(Continued from Page 1) 


sporadic promotion of Milk-O-Mag. 
The Chicago office of Ruthrauff & 
Ryan was selected to conduct the 
current Midwestern test. 

Early advertising of Milk-O-Mag, 
terming it the “new plus alkalizer,” 
described it as an effervescent milk 
of magnesia tablet conveniently 
marked off in three equal sections 
for a uniform reduced dosage. Copy 
advised consumers to try the “milk 
of magnesia effects in a tablet thar 
effervesces and tastes good.” The 
tablets were offered in 30 and 60- 
cent sizes. 

The revamped Lambert anti-acid 
tablets are offered in an introduc- 
tory six-tablet size, selling at five 
cents, and an “economy bottle” 
retailing at 25 cents. Initial adver- 
tising does not list specific ingredi- 
ents but tells those afflicted with 
upset stomachs and after-eating dis- 
tress that “this new relief works on 
an improved principle, and includes 
a ‘fast-action’ ingredient to bring 
soothing relief quickly. 

“Its main ingredient is a gentle 
alkali that neutralizes stomach acids 
quickly—yet causes no gases... 
What is more, this ingredient can- | 
not cause a ‘backfire’ of burning 
after-acid. It has an automatic 
action so that, when used according 
to directions, it’s impossible for 
Lambert effervescent anti - acid 
tablets to over-alkalize you and 
thereby slow down digestion.” 

Display baskets of the smaller 
size vial are “on every druggist’s 
counter in town,” consumers are 
told. Radio stations are tying in 
with the promotion by swinging 
emphasis to the product in their 
regular car card advertising. Ini- 
tial response to the drive is said to 

be satisfactory, although future 
promotion plans, and the question 
of wider distribution, are still un- 
settled. 

The company, alert to the possi- 
bilities in a growing field, entered 
a newcomer among the vitamin 
products earlier this month with 
test advertising of Nutri-Mins in 
dailies of several Eastern and Mid- 


Republic Poster Brings 
Requests for Reprints 


Republic Steel Corporation, 
Cleveland, has received requests for 
more than 28,000 poster-size re- 
prints of the double-truck adver- 
tisement which appeared in a list of 
17 business papers covering most of 
the metal-working industries. 

The advertisement features a hu- 
man interest approach to the scrap 
collection drive. Copy urges fabri- 
cators and manufacturers to segre- 
gate their scrap according to grade 
number before turning it in, in 
order to save time and waste in re- 
claiming the metals. Meldrum & 
Fewsmith, Cleveland, is the agency. 


Nelson to New Post 

Herbert O. Nelson, formerly with 
Hill & Knowlton, public relations, 
has been appointed director of 


craft & Engineering Corporation, 
Los Angeles. A national advertis- 
ing campaign, to begin soon, 


office of Erwin, Wasey & Co. 


Names 1942 Jury 
H. W. Roden, president, Harold H. 
Clapp, Inc., has been named chair- 
man of the 1942 jury for Annual 
Advertising Awards, New York. 
Other members of the jury in- 
clude: Henry E. Aldrich, American 
| Boiler Manufacturers Association; 
Howard Black, Life; Harvey Con- 
over, Conover-Mast Corporation; 
Edwin Cox, Kenyon & Eckhardt; 


for Emphasis in 
Coffee Rationing | the search for coffee substitutes and 


is Nescafe, which was given the 
benefit of heavily expanded promo- 
tional support several months ago. 
The product has suffered severely, 
however, through the use of last 
year’s production figures as a basis 
for allocation. 

Food research men reported that 


| 


|“extenders’—such as 


| 


chicory—is 
being pushed forward at an acceler- 


(Continued from Page 1) , . 
J ° ated pace and herein may lie an 


public relations for Interstate Air- | 


John P. Cunningham, 
|Emmett Company; 


Newell- | cials hinted that a bigger push for | 
Bernice Fitz| Postum is in the offing. 
|Gibbon, Gimbel’s department store; 
Henry Gorski, P. Ballantine & Sons; 


opportunity for new campaign 
themes. 

Alternative beverages, such as 
cocoa, are not in too happy a posi- 


|Jerome B. Gray, Gray & Rogers,| tion insofar as taking up the coffee To Metropolitan 


|Inc.; H. J. Henry, Johnson & John-| gacK 
json; Schuyler Hopper, Associated | . 
| Business Papers; Allison R. Lein-|~ : 
inger, Parents’ Magazine; Walter K. | amounts of 
Nield, Young & Rubicam; Ivan B. little will be left for civilian use. 
Veit, New York Times; and Carl I.| Tea has not been included in the | 


Wood, Thomas J. Lipton, Inc. 


‘Hagler Joins ‘Times’ 


, Hal G. Hagler, formerly with the 
is | Mercury-Herald, San Jose, Cal., has 
being prepared by the Los Angeles! been appointed advertising manager| One of the 


of the Times, San Mateo, Cal. 


is concerned. The armed|__Hego Fabrics, Inc., has appointed 


services require unprecedented | Metropolitan Advertising Company, 
eta clntiecnt., | NeW York, as its agency. 
cocoa and relatively . 


THE WORLD'S BEST SPORTS WRITERS 


ration picture thus far, but the 
expectation is that official action is m 
not far off. 


Nescafe Takes Blow MEANS THE WORLD'S 


BEST SPORTS READERS 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


coffee promotions 
hardest hit by the new restrictions 


western markets. (ADVERTISING AGE, 
Oct. 5.) Copy stressed the fact that 
Nutri-Mins provide “all six vita- 
mins in one tablet” and that “no 
other well-known product gives | 
you this great combination of vita 
mins and yeast at such a low price.” 


Five New Stations 
Join Keystone Net 
Five new stations have _ been | 
added to the Keystone Broadcasting 
System, New York, bringing its | 
affiliate list up to 202 stations from | 
coast to coast. Latest members are: | 
WGOV, Valdosta, Ga.; KRLC, 
Lewiston, Ida.; WMFR, High Point 
N. C.; WCRS, Greenwood, S. 
and KUJ, Walla Walla, Wash. 
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69 WNEW Advertisers Include Local Sponsors 


Block, Ballroom 
Still Tops for 
Sales, Ratings 


Radio's Greatest Salesman 
Producing for 19 Sponsors 


Eight years ago enough lis- 
teners liked WNEW'’s “Make 
Believe Ballroom” to influ- 
ence one sponsor to take a 
chance. Today, the Ballroom 
is New York’s favorite pro- 
gram for 12 of its 14 quarter- 
hours on the air--with spon- 
sor-appeal to match. 

Nineteen advertisers, whose 
combined years on the Ball- 
room total 48, are now taking 
acvantage of radio’s top sales- 
man and most merchandis- 
abie personality — Martin 
Block. 

No other program on any 
station can boast this who's 
who of sponsorship: Gruen, 
B-C (6 years) ; New York State 
Milk Fund (5 years) ; Mission 
Bell Wines (4 years); Del 
Monte Fine Foods, Andy Boy 
Broccoli, Abelson’s (3 years) ; 
Ivory Snow, Camay, Dura- 
Gloss, Lucky Strike, National 
Shoes, Hensler Beer (2 years) ; 
and in their first year: Mus- 
terole, French's Bird Seed, 
The Brunswick Laundry, 
Howard Clothes and Nedick’s, 


H. Morgenthau Please Copy 


Of the first $250,000 worth 
of War Bonds bought by 
WNEW listeners, 54 of every 
100 were $25 bonds. 

N. Y. Federal Reserve bond 
sales (August) show 72 of 
every 100 were $25 bonds. 

WNEW listeners bought a 
= percentage of bigger 

nds than did the general 
public in Greater New York: 


WNEW Fed. Res. 


Bonds Sales Sales 
$ 25 54% 12% 
50 19 14 
100 18 12 
500 5 1 
1,000 4 1 
Lh, a =. > 


ZEKE MANNERS 


See that big grin? Noticed 
that extra zing in Zeke’s daily 
hour of corn over WNEW? 
There’s a reason, pardner. 

Zeke Manners, the hillbilly, 
is ten years old. And ten years 
as a ’billy, is more than an an- 
niversary—it’s a record! 

A few years ago, Hillbillies 
from all over America left the 
hills and came to New York; 


than he had audience. 

But Zeke stayed head and 
Stetson above the field, and 
he’s made corn pay more and 
make more than anyone who- 
ever split an infinitive. Right 
now he’s parlaying an accor- 
dion, an ad lib or two, a good 
versatile gang and some really 
fine music into success for 
Howard Clothes, Roma Wines, 
Community Opticians, Cana- 
dian Fur Corp., Ex-Lax and 
Franck’s Chicory. 

Zeke can’t read the “Pulse 
of New York” September rat- 
ings, but we tell him that he 
averages better than 15% of 
the available listeners from 
9-10 A.M., and he’s happy. So 
are the sponsors. 

Who wouldn’t be? 


Personal Notes 


A. Hitler: Martin Block and Spike 
Webb have made New York 
“Der Feuhrer’s Face” con- 
scious. WNEW listeners bought 
$60,000 worth of bonds in three 
days, got a free copy of Webb's 
Victor recording with each 


bond. That disc’s a delight, 
Adolf, It'll kill you—we hope, 


Zeke had more competition, 


Ask Retailers About Radio 


Checked WNEW’s 
“Pulse” Lately? 


More power to WNEW (10,- 
000 watts since last December) 
has meant more of every- 
thing good, 

More coverage; more radio 
homes; more listeners; more 
business. It’s meant higher 
ratings, too. 

For example: the Septem- 
ber “Pulse” shows that—from 
6 A.M. to 12 Noon—WNEW 
has more listeners than any 
other station in the metro- 
politan area, 

Just what you’d expect from 
one of America’s most inde- 
pendent stations, 


Ask any retailer using radio about his station’s ef- 
fectiveness. When a merchant totes up his cash register 
every Saturday, results have to be there! Howard 
Clothes, Nedick’s, Community Opticians, National Shoe 
Stores—new and old WNEW advertisers know about all the cus- 
tomers this station sends in to be satisfied. 

Consider also WNEW’s unique record of producing for retail- 
ers with restricted trading areas. Rogers Dept. Store, 75-year- 
, old Bronx institution, is using 


five quarter-hours a week. 
Barney's has one store; Ca- 
nadian Fur Corp. has one New 
York store, one in Newark. 

L. Bamberger & Co. and 
other New Jersey retailers 
knew WNEW’'s low-cost sell- 
ing strength in localized areas 
of this station's coverage. 
Hensler Brewing Co., selling 
50% of its beer in Essex coun- 
ty, is in its second 52-week 
“Make Believe Ballroom” con- 
tract. 

The Brunswick Laundry of 
Jersey City, world’s largest, 
can send its trucks into but 
three New Jersey counties. As 
its only radio advertising, 
Brunswick is using Martin 
Block and the Ballroom, for 
intensive selling where it 
counts. 


still thrilled over the applause! 


BOTH SIDES OF THE MIKE 


WNEW's “We Refuse To Die,” starring Madeleine Carroll in a 
radio play adapted from the Paramount Victory Short, a smash 
show, aptly termed “the answer of free peoples to Nazi tyranny 
and oppression” ,, . Samuel H. Cuff, WNEW news analyst heard 
Sundays at 1:00 P.M., hit a 2.3 “Pulse” rating (highest for that 
period) in September . .. Zeke Manners, driving to Newark for a 
rush guest appearance, asked: “Where else could you get a hillbilly 
—with a car—with gas—at a minute’s notice?”, .. As of October 26, 
these advertisers are using WNEW for the first time: Admiracion 
Shampoo, Seamprufe Slips, Douglas Shoes, Super Suds, Franck’s 
Chicory, Howard Clothes, Allstate Insurance, Antiphlogistine, Vir- 
ginia Dare Wine, Chidnoff Studios, Rogers Dept. Store, Musterole, 
Wesson Oil, French's Bird Seed . . 
Kennedy, WNEW commentator, addressing Howard Clothes ex- 
ecutives at a luncheon recently: “Gentlemen, I’m glad to be work- 
ing for you people. I'll tell you one thing right now—No Nazi or 
Fascist or Jap will ever buy a suit of Howard Clothes!” John is 


. Fourteen Firsts! ... John B. 
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Predicts 12% Drop 
inRefail Sales 


for Ist Half of 43 


Washington, D. C., Oct. 27.—Thus | 
far, retailers have been exceedingly | 
active selling goods made before | 
drastic curtailment orders went into | 
effect, but price ceilings, acute labor | 
shortages and increasing scarcity | 
of goods will push up fatalities | 
in small retail business, according | 
to an analysis of retail problems | 
written for Domestic Commerce by | 
Corrie Cloyes of the Department of 
Commerce staff. 

Aggregate sales of all retail stores 
reached a peak of $27.7 billion in 
the first six months of 1942, an 
increase of about five per cent over 
the first six months of last year, but 
a declining trend has already oc- 
curred in the past few months, after 
taking into account the usual sea- 
sonal changes, the writer says. 
Much sharper declines are expected 
in 1943, with dollar sales in the first 
half of the year expected to go 12 
per cent below sales in the first 
half of 1942. However, the quan- 
tity of goods sold will be lower than 
is indicated by the dollar volume of | 
sales, as retail prices probably will 
be somewhat higher. 

Assuming that price controls will 
be effective, prices over this period 


should vary by kinds of business 
from about six per cent for food 
stores, to less than one per cent for 


building materials and 


GOING AHEAD — FAST! 


IN CIRCULATION—IN ADVERTISING 


i. 


Is It on Your Schedule? 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


stores. 


hardware | 
|sary to support expected 
} ume. 


all retail stores will decline almost 
15 per cent over the six-month 
period. 


Most Lines Hit 


Most of the major kinds of retail 
business, says Domestic Commerce, 
will show declines in sales, esti- 

mated to range from about 10 to 75 
per cent. Naturally, sharpest de- 
‘clines will occur in _ businesses 
|/handling products that have been 
'curtailed or stopped entirely. Sales 
of household appliance and radio 
stores are estimated to drop off 75 
per cent; hardware stores, 50 per 
cent; and lumber and building mate- 
rials dealers, 40 per cent. Sales of 
auto accessory dealers, farm imple- 
ment stores, men’s and boy’s cloth- 
ing stores, shoe stores and filling 


| stations will decline about one-third. 


Although sales of new and used cai 
dealers are expected to drop only 
about 25 per cent over this period, 
they have already experienced a 
drastic cut. 


Eating Places a Bright Spot 


One bright spot in this clouded 
picture is found in eating and 
drinking places, which the depart- 
ment expects to show an increase 
of 25 per cent in the first six months 
of 1943. Other kinds of business 
will show little or no change, but 
further declines in the over-all retail 


| pattern can be expected in the last 
|half of 1943 as more and more of | 
|our 


resources are converted to the 
war effort, says the publication. 

It is estimated that retail inven- 
tories at present constitute from 


|'two to three months’ supply on the 


than neces- 
sales vol- 


average, much larger 
This is a 
which will prevent sales from de- 
clining to much lower levels in 
the near future. 

Smaller stores are in a much less 
favorable position than larger stores 
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... Answer Questions 


VITAL 


to the Selection of 


Today’s Markets & Media 


What Leading Advertisers & Advertising Agencies Say of These Folders: 


“Best general market information to date 
“Ver 
“Very 
folders give 


U. S. market” (Agency)... 
glance” (Advertiser) 
(Agency) . “These 


wish we had 'em for every 
y helpful in getting quick facts at a 
helpful in these changing times” 
us more practical down to earth 


information than anything we have seen” (Advertiser) “Valuable 
addition to our market file, since they are released with current data” 
(Agency) ... “Interesting format and all most vital information con- 
cisely presented” (Agency) .. . “Excellent... may I have a complete 


set for use in our Fall sales work ?” 
markets 
“Very good material for our reference file” 


of data from your various 


(Advertiser) . . . “Standardization 
is appreciated” (Agency) 


(Agency) “Fine—concise 


—fileable size” (Ayency) “Supply much vital information in a 
compact form” (Advertiser). 
The foregoing comments are from scores of commendatory letters in 


The Branham Company files. 


* 


FREE! 


Uniform, authoritative data in 
Retail Sales, No. of Retail 
Drug. Grocery Chains, 
Wholesalers, Brokers, Dept. 
Handy letter-size folders, 
represented by The 
Branham Office or write 


COMPANY, 


ar 


RESE 


Supermarkets, 
Stores; 
convenient for filing, 
Branham 


360 N. MICHIGAN 


To Agencymen, Advertisers, Advertisers’ Field Representatives 


cluding Population, Circulation. 
1d Wholesale Outlets, names of 
Leading Independents. 
Weather, Holidays, ete. 
on markets 
Company. Call the nearest 
ARCH DEPT... THE BRANHAM 
AVE., CHICAGO. 


THE BRANHAM COMPANY 


CHICAGO 


DETROIT 
KANSAS CITY 


ATLANTA CHARLOTTE 
SAN FRANCISCO 


NEW YORK 
DALLAS ST. LOUIS MEMPHIS 
LOS ANGELES SEATTLE 


— 


On this basis, goods sold in | 


| 
| 


HEAVY RETAIL LOSSES FORECAST 


PERCENTAGE CHANGE 
-20 ie) +20 


-80 -60 -40 


‘Option Time 
Necessary’-NBC 


+40 +60 *BO 


| 
| ALL RETAIL STORES 


HOUSEHOLD APPLIANCES AND RADIOS 
HARDWARE STORES 

HEATING. PLUMBING. PAINT. AND ELECTRICAL poration of America and Nation 
LUMBER AND BUILDING MATERIALS 
AUTO ACCESSORIES 
FARM IMPLEMENTS 


Answer to Suit 


Chicago, Oct. 26.— The long- 
awaited answer of the Radio Co; 


Broadcasting Company to the trip 
damage suit filed earlier this ye 


| OTHER FOOD STORES 

GENERAL STOF 
| 

| | |LIQUOR (Pacnasan soos) 


ORUG 


| 
GROCERY ANO COMBRIATION FOOD STORES 


HAY, RAIN FEED. ano FARMERS’ SUPPLIES 
| EATING PLACES 


ORINKING PLACES 


i 


STORES 


2ES (wits F000) 


MEN'S AND BOYS CLOTHING 


SHOE STORES 
FILLING STATIONS 


romaine STORES 
FAMILY cLomans ANO WOMEN'S WEAR 


NEW AND USED CAR DEALERS 
ORY Goons. AND GENERAL MERCHANDISE 
MISCELLANEOUS income SECOMO HAMO) 
FUEL, ICE, ue FUEL OIL 


VARIETY STORES 
FURNITURE AND HOUSEHOLD FURNISHINGS 
JEWELRY 


The anticipated percentage change for the first six months of 1943, as compared 
with the first six months of 1942, in sales of retail stores is shown in this Depart- 
ment of Commerce chart. 


crease of 23 per cent during 1941, 


favorable factor | 


in regard to inventories, the de- 
partment says. A survey of all 
stores revealed an inventory in-| 


Heavy Wildroot 


by Mutual Broadcasting Syste 
and operators of certain affiliat 
stations, was filed here last wee! 
end. The answer denied that the« 
has been any violation of the |; 
or that the plaintiffs have be 
damaged in any way. 

Mutual’s suit asserted that da: 
ages were accruing to it because 
affiliation contracts between N] 
and stations on its network; in p: 
ticular, MBS assailed the opti 
time clauses, which usually provi 
that—upon 28 days’ i NI 
may exercise the option to use 
part of the time of its affiliates. 


Option Clause Needed 


NBC’s answer declared that n.- 
tional advertisers will not use : 
tional broadcasting as a medit 
unless a network can guaran! 
circulation in the markets conten - 
plated by the advertiser and | 
such an extended period of time 
the advertiser may wish to opti 

NBC’s answer went on to decla 
that the complaint fails to state 


but small-size stores, with annual | |claim upon which any relief can 
sales of less than $20,000, increased | | granted; and pointed out that M 
their inventories by only seven per Schedule for New tual, in contracts with its stock- 
cent. A recent study by the War : . | holder stations and other affiliat: 
'Production Board indicates that a| Hair Preparation has recognized the necessity of t! 


| 


| exclusive option time in the conduct 


| similar condition prevailed as of the Buffalo, Oct. 28.—Wildroot Com- | © ; - oh 
jend of June, 1942. pany has released first consumer of rye ee - 
Es nee ie ‘Shes a err Ss Actually, the network’s re; 
Employment to Continue Down copy for its mew non-alcoholic) | **'"s < ago teria 
hair preparation containing lanolin, charges, Mutual has limited the us 


Retail employment is expected to 
be reduced by about an average of 
300,000 persons in the first half of 
| 1943, from the average employment 
in the first half of 1942. Although 
many retailers will be forced to dis- 
charge their employes as their vol- 


which is due for heavy promotion 


in newspapers and magazines dur-| 


ing the next few months. 


Following initial 660-line inser- 


| tions in newspapers in several East- 


Wildroot Cream-Oil 
will appear in The 


ern markets, 
Formula copy 


of option time only insofar as su 
limitation would injure the adve 
tising revenue of NBC, Columbia 
Broadcasting System and the Blue 
Network Company, and protect and 
augment the advertising revenue of 
Mutual. 


ume of business declines, _ others American Weekly, First Three Mar- —_———__— 

|may experience difficulties in get-| kets Group and This Week Maga- Ayer Promotes Marks 

iting enough help. However, wide-| ine. Introductory offer consists of N. W. Ayer & Son. New York. has 
/spread employment in retailing is) 60-cent package for 47 cents.| appointed Alma E. Marks assistant 
not anticipated, since retail work-|wildroot'’s familiar “Fingernail|talent buyer to succeed Richard 
,ers constitute a reservoir of man-| Test” theme will be tied in with) Dunn, who has joined the Army. 


power available for war work. 

In presenting the case of the re- 
tailer to the Senate small business 
committee, Department of Com- 
merce men offered suggestions to 
lessen the small retailers’ burden. 


For instance, facing the fact that 
the demise of some retail stores is 
that would 


accelerate their with- 


more prompt relief to remaining 


the failing business rather than 
|waste them through slow attrition 
lending in failure, the department 
‘said. Another attack on the 
called too-many-stores problem is 
/through concentration of available 


sO- 


business in a few nucleus firms, 
operating these at capacity levels, 
and providing compensation and 


profit-sharing for the closed units. 


Tompkins Named 
Advertising Manager 

Encyclopedia Britannica, Inc., 
Chicago, has appointed Lionel 
Tompkins as manager of its adver- 
ment, replacing Conant 
Navy. 

Mr. Tompkins formerly 
vertising manager and then sales 
manager of The Cable Company, 
advertising manager and then sales 
manager of the American Piano Co., 
advertising and sales promotion 
manager of The Baldwin Company 
and sales manager in charge of both 
sales and advertising of the Piggly 
Wiggly Corporation. 


was ad- 


Dermetics to Wesley 

Wesley Associates, New York, has 
been appointed merchandising coun- 
sel for Dermetics, Inc., New York. 
The account was formerly handled 
by Benjamin Eshleman Company, 
Philadelphia. 


Gets Export Account 


The Electric Storage 
Company, Philadelphia, 


Battery 
has named 


| Irwin Vladimir & Co., New York, to | 
direct export advertising for Exide | 
ee | batteries. \ 


inevitable, a liquidation procedure | York, 


drawal from business would bring | York. 


tising and sales promotion depart- | 
Manning, | 
who has become a lieutenant in the | 


the new product story. 
Batten, Barton, Durstine & Osborn 
handles the account. 


Craig toB&B 

Walter Craig, formerly program 
director of Station WMCA, New 
has joined the radio depart- 
of Benton & Bowles, New 
He replaces Esty Stowell, 
who has been commissioned a lieu- 


ment 


stores, and would conserve assets of | tenant in the Marine Corps. 


Miss Marks was formerly in charge 
of program research. 


SAVE STEPS IN 


St. Louis, 


Pe HOTEL 
rennox 


DOWNTOWN OW YoOoUvUR BDOORSETE?F 


->A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
- > COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 

TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 
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Westmoreland Replaces 
Husted at WLOL 


| K. Wallace Husted, vice-president 
j}and general manager of WLOL, 
| Minneapolis-St. Paul, has been ap- 
pointed chief of the station rela- 
tions section, radio bureau, Office of 
War Information. 


Lockheed Plans 
Welles Series: 
G-M Signs Thomas i Yeo. em 


Chicago, Oct. 28.—With Lockhead | Husted’s duties as general manager. 
Aireraft Corporation, Burbank, Cal.,| Fred F. Laws, with the sales staff, 
as the sponsor, Orson Welles will has been appointed local sales man- 
plot a new series of programs onto ager. 
the airlanes Nov. 9 over a Colum- . 
bia Broadcasting System network. Kewanee Moves Offices 

The program, “Ceiling Unlim- Kewanee Boiler Corporation, Ke- 
ited,” will be broadcast Mondays) wanee, Ill., has moved its New 
from 6:15 to 6:30 p.m. CWT, with | York offices from 37 W. 39th street 
Welles as producer and narrator. | to 40 W. 40th street. 

The dramas will tell the story of 


WEBSTER T. TAYLOR 

Detroit, Oct. 26.—Webster T. Tay- 
lor, formerly a_ vice-president of 
Campbell-Ewald Company and De- 
troit manager for Columbia Broad- 
casting System, died here Oct. 16. 
He was 62. 


FRANK R. PHILLIPS 

Pittsburgh, Pa., Oct. 29.—Frank 
R. Phillips, chairman of the board 
of the Philadelphia Company and 
subsidiary utility companies, died 
Oct. 23 at his summer home in Val- 
ley Forge, Pa. 


JOHN S. CURLEY 
Chicago, Oct. 29.—Funeral serv- 
ices for John S. Curley, 33, were 


held this week in Mt. Vernon, 
N. Y. Mr. Curley was the produce: 
for the radio series, “Chicago at 
Work,” over Station WAIT. He 
died here Oct. 24. 


CECIL F. BROWN 

Chicago, Oct. 29.—Funeral serv- 
ices for Cecil F. Brown, research 
director for The American Weekly, 
will be held tomorrow in Evanston, 
'Ill. Mr. Brown died in Evanston 
Hospital Oct. 27. 


L. W. C. TUTHILL 

Chester, N. Y., Oct. 27.—L. W. C. 
Tuthill, president of the Tuthill 
Advertising Agency, died at his 
home here today after a short ill- 


ness. One of the organizers of the 
New York Sales Executives Club, 
he was also noted as a lecturer on 
horticulture and gardening and had 
contributed articles to publications 
in these fields. 


Simpson to BBDO 


Wiltiam R. Simpson, formerly ad- 
vertising promotion manager of the 
San Francisco Chronicle, has joined 
Batten, Barton, Durstine & Osborn, 
| San Francisco, as a copywriter. 


Eddy Joins Flack 

| Robert Eddy, formerly art direc- 
|tor for Gerth-Knollin Advertising 
| Agency, Los Angeles, has been ap- 
pointed to the art staff of Flack Ad- 
| vertising Agency, Syracuse, N. Y. 


American planes and the men who 
fly them. The account is handled * 
by Lord & Thomas, Hollywood, 
where the broadcasts will originate. 


GM Signs Thomas 


General Motors Corporation has | 
sicned radio reporter and commen- 
tator Lowell Thomas as the fea- 
tured announcer of its program, 
“Victory Is Our Business,” begin- 
ning this week. The quarter- 
hour series, which began Aug. 2, 
is being aired weekly over 31 
stations in 25 of the cities where 
the company operates war plants. 
The programs dramatize news from 
the fighting and factory fronts end- 
ing with interviews, transcribed in | 
local studios, between local GM | 
war workers and local station an- 
nouncers. Campbell-Ewald Com- | 
pany, Detroit, handles the account. | 


New Hawk Show 


Question-thrower Bob Hawk re- | 

turns to the full CBS network with 

a new audience participation show 

. Saturday, Oct. 31, called “Thanks 

, to the Yanks,” a program designed 

e to speed the sending of cigarets to 

i members of the armed forces. It is 

f aired at 6:30 to 7 p.m. CWT, for 

R. J. Reynolds Tobacco Company, | 

: for Camel cigarets. Wm. Esty & Co. 
handles the account. 


Expands Tums Net 


Lewis Howe Company has ex-| 
panded coverage for its “Treasure 
Chest” program, promoting Tums, | 
from 51 stations to the full NBC 
network of 125 stations. At the) 
same time, repeat shows will be} 
canceled. Roche, Williams & Cun- 
nyngham, Chicago, is the agency. 


| 
Sponsors Mary Ann Mercer | 


he 
q A new program, heard Fridays | vba, 

from 8:53 to 9 p. m., CWT, on an | re fim 
4 NBC network will feature Mary | fae *¢ 
Me Ann Mercer in a show called “Pipe lel 
0 | Dreams.” It is sponsored by Brown | er 


& Williamson Tobacco Corporation 
for Sir Walter Raleigh pipe tobacco. ” 
The program, which starts Oct. 30, “©: 
follows “Plantation Party,” pro- , 
moted by the same sponsor. Russel | 
M. Seeds Company has the account. 


Sills Adds Two 


Theodore R. Sills & Co., Chicago, 
public relations, has been appointed 
consultant by the Linen Supply 
Association of America, and the dry 
dog food division of American Feed 
Manufacturers Association. | 
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95.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownership 
| 
| 


combined with the nation’s highest 
ber capita spendable income make 
WTIC a sure bet for RESULTS! 


*Radio Daily April 10, 1942 


ROUTE TO AMERICA’S No. 1 MARKET 

ravelers Broadcasting Service 
f a 

of NBC and New England 
Regional Network 


nted by: WEED & COMPANY 
’ Detroit, Sen 


Francisco and Hollywood 


Master craftsmen 


2001 CALUMET AVENUE - 


— | YUH GOTTA BE GOOD, RUSTY, 


"FORE YUH KIN HAN’LE THIS JOB! 


of Photo-engraving 
Phone 


Haven't we all!... Advertising and printing appropriations are down... “space” that 
used to dominate by sheer force of volume, now must hit the mark as forceful individual 
shots.... Never before have the years of training which have produced Rogers crafts- 
men meant so much to advertisers who insist that every dime they invest does a 100% job; 
and seldom has the ability to make the cost of fine engravings coincide with budgets 
| been more in demand.... Ask Rogers, or any of their hundreds of customers, how this 
ability is helping them to maintain their position in the market on restricted expenditures. 


ROGERS ENGRAVING COMPANY 


- ADOLPH F. BUECHELE, President 


CAL 4137 + 


CHICAGO, ILLINOIS 
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New Anti-Freezes 
Get Promotion to 
Consumers, Trade 


Chicago, Oct. 27.—Consumer ad- 


vertising for a new anti-freeze, 
Great Northern Chemical Com- 
pany’s No-Freeze, got under full 


steam here this week, following 
promotion to the trade with spreads 
in Commercial Car Journal, Motor 
and Motor Age. Initial consumer 
copy appeared in Time and Life, to 
be followed by similar announce- 
ments in the Nov. 7 Collier’s, and 
the December issue of Country 
Gentleman. 

The announcement copy aimed at 
motorists stresses. the 
character of No-Freeze, which stems 
principally from the _ fact that 
whereas other anti-freezes are cal- 
culated to fortify the water in a 
car’s cooling system so that the 
water will not freeze, No-Freeze is 
not to be used with water. 
water to evaporate, boil off 
freeze!”, copy declares. 

The copy hits hard on the prod- 
uct’s essential qualities: ‘Contains 
no critical materials — Protection 


or 


different | 


“No | 


In Cleveland 
THE HOLLENDEN 


In Columbus 
THE NEIL HOUSE 


In Akron 
THE MAYFLOWER 


In Lancaster, O. 
THE LANCASTER 
In Corning, N. Y. 

THE BARON STEUBEN 


THEO. DeWITT 
E aes PRESIBENT 


guaranteed to 35° below zero—Fill 
| only once, no testing—Absolutely 
| safe, every gallon insured.” 

| The new anti-freeze is sold in 
glass pails and retails at $1.50 per 
gallon. “Save the handy wide- 
mouthed glass pails to store your 
No-Freeze for re-use another sea- 
son,” the signaiure block urges. 


Safety Emphasized 


The fact that the new product is 
safe is repeatedly emphasized in 
consumer advertising. “It is non- 
acid and can be re-used another 
season without the addition of acid 
neutralizers,” car owners are told. 
“No-Freeze is safe—it will not harm 
cooling systems, car finish or per- 
son. It contains no calcium chloride, 
sodium chloride or other inorganic 
salts. . . Every gallon is insured— 
you are completely protected!” 

The new anti-freeze, besides the 


products, does not 
supplements o 


similar 
periodic 


| other 
require 


\additional anti-freeze to fortify the | 


|combination. The claim is based on 
full-season field tests last winter in 
“thousands of cars and trucks.” 

Behel & Waldie & Briggs is the 
agency. 


‘60 BELOW’ GIVEN 
EXPANDED PROMOTION 

Cleveland, Oct. 28.—About a year 
ago, Freedom Chemical Company 
was organized and began to manu- 
facture a new, permanent anti- 
| freeze, 60 Below. Today, with na- 
‘tional distribution almost achieved, 
| the company has placed its promo- 
tion in three national magazines 
land a number of automotive busi- 
ness papers. 

Promotion to the trade began last 
| March with three-color bleed pages 
|in Jobber Topics. The company’s 
objective then was to pick up job- 
ber distribution. At about the same 
time copy was placed in Super Ser- 
vice Station. 


Chain Sales Not Used 


| The company does not sell the 
product through chain organizations, 


nor does it supply private brand 
|'merchandise. H. J. Meermans, 
| ° 

president of Meermans, Inc., the} 


company’s agency, told ADVERTISING 
AGE that “the whole policy of the 
|company has been committed to 
protection for its jobbers and, in 
iturn, 60 Below dealers.” 

As consumer advertising was 
opened up, a schedule of two-color 
|half-page insertions was arranged 
for Life during October and Novem- 


feature of selling at less than many | 
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ber, with similar copy in one color, 
single-column space, in two issues 
of Country Gentleman and The Sat- 
urday Evening Post. Copy is also 
appearing in Commercial Car Jour- 
nal, Motor and Southern Automo- 
tive Journal. 

Dealers handling 60 Below get an 
on-the-spot kit with station ban- 
ners, posters, national advertising 
proofs, mail pieces and direction 
booklets. One of the unique mer- 
chandising angles on selling 60 Be- 
low is that a special hydrometer 
must be used to test the anti-freeze 
solution, and each dealer is supplied 
with one of these hydrometers. 


Newspaper Drive 
for Wonder Bread 
Stresses Vitamins 


New York, Oct. 28.—Almost co- 
‘incidental with the endorsement of 
|vitamin-enriched bread by the 
|American Bakers Association at its 
|convention in Chicago last week, 
ithe Continental Baking Company 
|opened a newspaper campaign for 
| Wonder Bread featuring its Vitamin 
| B, content. 

| Copy claims that 90,000,000 work 
|days will be lost to the nation 
| through nutritional illnesses alone, 
| but that Vitamin B, contained in 
| Wonder Bread will turn bread into 
energy and save those days for vic- 
tory. The “patented flavor” theme 
|recently promoted in several East- 
ern and Midwestern market has 
been retained in the new advertise- 
ments. 

Insertions of seven full columns 
or smaller size are scheduled for 
papers in 98 markets throughout the 
United States except the South and 
| Southeast. Ted Bates, Inc., is the 
| agency. 


Federal Adds Wulfeck 


Dr. Wallace H. Wulfeck, for the 
|}past four years with Psychological 
| Corporation, has joined Federal Ad- 
| vertising Company as director of 
research. He succeeds Don Parsons, 


|who becomes vice-president in 
|charge of marketing. 

| pe SE 

'Corpe to New Post 


| Thomas Corpe, formerly assistant 
| general sales manager of Lockheed 
Aircraft Corporation, has been 
named general sales manager of 
Elastic Stop Nut Corporation, Union, 
N. J., and Lincoln, Neb. The com- 
pany plans to open a new branch 
factory at Lincoln soon. 


ORR DDEE & & & 


This Advertisement is dedicated to 


the man 


who feels that there surely must 


be a better and simpler method . . . some- 


where . . . to handle the production require- 


everything. Why order your cuts from one 
concern —typesetting from another, blocks 
away —and then give your printing to a firm 
even farther distant? Try the Faithorn COM. 
PLETE SERVICE route. It will be NEW—and 


:" 


ments of his advertisements and printed 
“e 3 pieces. Today there’s a ONE best way in 


you ll be glad to join our long list 


customers. Write, or phone Wabash 7820. 
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-FAITHORN CORPORATION. 


AD-SETTERS - PRINTERS - ENGRAVERS 


ICAGO- WABASH 7820 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


0 cents 


$4.75 per inch. 


The rates for this department are as follows: 
“Positions Wanted,” 


“Representatives Wanted,” 


and 
a line, minimun charge $1. 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 


REPRESENTATIVE AVAILABLE 
Sales organization wants lines or sin- 
gle items of merit on commission in 
Chicago. Fine office, good contacts 
with jobbers retailers, mail order and 
advertisers. 
tox 3844, ADVERTISING AGE, Chgo. 
POSITIONS WANTED 

ADVERTISING EXECUTIVE 
Twenty years outstanding sell- 
ing record in National adver- 
tising field covering all adver- 
tising agencies and advertisers 
from Pittsburgh to Pacific 
Coast, and from Canada to the 

Gulf Coast. Also ten years pre- 
editorial experience on 
Chicago Metropolitan newspa- 
pers, including unusual achieve- 
ments in National publicity 
campaigns. Especially fine pres- 


vious 


ent connections to serve as pub- 
lic relations director for large 
industrial corporation or trade 


association. Qualified to repre- 


, POSITIONS WANTED 

No Payroll Deadweight when I | 
you prepare ads, letters, direct ; 
pieces. Low unit cost. Freela 
Wye, MID. 8352, Chgo. 

Creator of sales and advertising p, ,. 
motions, art director, printing buy 
Now vice pres. Halas & Keefe. W: 
Jerry Keefe, 4421 N. Rockwell, ¢ 
cago. 

HELP WANTED 
Wanted—Advertising Manager, 
Large Package Food Account. § Stite 
personal history and qualificati: 
Must have both grocery selling aod 
advertising experience, Location ( 
cago. 

Box 3843, ADVERTISING AGE, Ch 
Lithograph salesman for Chicago d 
Mid West territory. Expd. in selling 
creative lithography to 
users. Complete idea and 
to help you. Unlimited 
facilities. Drawing acct. 
mission. State full exp. 
Box 3840, ADVERTISING AGE, Ch 
Advertising salesman wanted. \\ || 
start experienced, responsible man at 
$100 week. Commission on top of this 
can bring income up to $250 wee} 
Opportunity to get in on ground floor 


production 
and « 


‘Interference’ | 


Chicago, Oct. 29.—Proof that the 
path of agency-newspaper relation- 
ship doesn’t always run smooth 
bobbed up here this week when the 
Chicago Tribune published a letter 
from W. E. Stevens, vice-president 
of McJunkin Advertising Company, 
alongside a brief and biting edi- | 
torial tersely entitled “Impudence.” 

“In the Voice of the People today | 
is a letter which sets a new high 
in impudence,” snapped the edi-| 
torial. 
sumably handling 
some whisky or 


account 
maker, 


the 
beer not 
policies but asks us to report back 
whether it was followed.” 

Handles Schlitz Account 

The tempest arose from the action 
of several advertising agencies 
|sending telegrams to 
| pointing out the implications of an 


|}sale of beer in and around Army 
| or Navy establishments. 
j}amendment would have been at- 
'tached to the 18-19 year-old draft 
bill. McJunkin, which handles the 
|Jos. Schlitz Brewing Company 
| account, had sent its telegrams and 
| followed them with letters asking 
|“if you will advise us if you have 
| been able to assist... .” 

| The McJunkin telegram explained 
|the situation and urged that “you 
|telegraph or phone your Senators 
| today expressing strong opposition 
|to this insidious attempt to insert 
(a prohibition rider to the bill in 
| question.” 


Agency Advice Unwanted 


The Tribune has the distinction 
of having strafed the 18th Amend- 
ment continuously and vigorously 


“An advertising agent, pre- | . . : 
of | to the Tribune’s from its telegrams 
ior letters, although Time had ex- 


only proffers advice on our editorial | 


in} 
| rector 
newspapers | ae er 

pal seven West Coast advertising men 


|} amendment introduced by Sen. Josh | 
|Lee of Oklahoma to prohibit the) war advertising on a regional basis 


; = , - a and own part of business throuch 
sent highest type publication, ability rather than cash. This is a 
radio station, newspaper or xoing, successful two year old shvup- 
periodical. Draft exempt. | pers’ weekly in middle sized middle 
| west city. Living conditions excellent. 
sox 3841, ADVERTISING AGE, | Write giving details. Ask any q 
Chgo. a resmenens “ae 
Box 3839, ADVERTISING AGE, Ch 
ei ib ‘ Edito . ] during the “noble experiment 
ripune 1 rid regime. Accordingly, the editorial 
S tA ‘ continued: “The Tribune’s stand 
naps a gency S ion prohibition is well known. Our 


| dislike for the fanatics who would 


impose it and the gangsters whom 
it produces is only equaled by our 
contempt for those among the 
makers and sellers of liquor who, 
by their stupidity and greed, give 
the fanatics a chance to summon 
back the gangsters. .. We don’t care 
for editorial advice from an adver- 
tising agent. This is no 
virtue of the Tribune. It is com- 
mon to every self-respecting news- 
paper.” 

The agency reported that it had 
received no other reaction similar 


spec al 


pressed unwillingness to urge 
action on Senators. 


iny 


Jennings Appoints 
OWI Advisory Board 


Dean Jennings, regional OW! di- 
San Francisco, has named 


to an advisory board to help the Of- 
fice of War Information coordinate 


Board members are Robvins Mil- 


The | bank, Young & Rubicam, San Fran- 


|cisco; Larry Lane, San Francisco, 
|publisher, Sunset Magazine; Don 
| Belding, Lord & Thomas, Los An- 
geles; Jack Smalley, Batten, Barton, 
Durstine & Osborn, Los Angeles: 
Ralph Calkins, McCann - Erickson 
Portland; W. H. Horsley, Pacific 
National Advertising Agency, Se- 
'attle; and I. N. Shun, Advertising 
Counselors, Inc., Phoenix. 


‘Metal Trades on Air 


| Members of the Seattle Meta 
Trades Council have begun a Sunda) 
afternoon half-hour variety show 
over KIRO, Seattle, entitled 


| 
| 


Your 
| Shipyard Neighbors.” George Sha’ 


supervisor of foremen and instruc- 
tors’ training at the Seattle-T.com 
ister 


Shipbuilding Corporation, is 
of ceremonies. 


WCOP has attracted 


e executives to its microphone. 


top-notch public spirited 
Do you know why? 


MONTREAL 
TORONTO 


WINNIPEG 
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Pepsodent Unrolls 
Fall Drive for 
New Toothbrush 


Chicago, Oct. 28.—The Pepsodent 
Company uncorked fall promotion 
for its tooth paste and brushes this 
week with a full color page in The 
American Weekly, and also sched- 


HEW! Heavier. sturdier FIBREX 
is: eee 


bristles make the = 
: a ee 


uled copy for Good Housekeep- 
ing, Holland’s, Look, New York 
News, Parade, Puck —the Comic 
Weekly and This Week Magazine. 
Copy stresses the improvement of 
the “50-tuft’”” Pepsodent brush with 
“heavier, sturdier Fibrex bristles,” 
and shows a teeth-brushing chart 
which details the proper methods. 
In promoting its new brush, Pep- 
sodent will use a _ considerable 
amount of dealer tie-in material. A 
full-size reproduction of the open- 
ing advertisement has been mailed 
to dealers, along with a counter dis- 
play which has an actual brush 
mounted in position. These reprints 
and counter cards were sent to deal- 
ers in the 20 cities in which The 
American Weekly has distribution. 
Pepsodent dealers received broad- 


In the 
Salt Lake 
Market 
this 
exclusive 


NBC 


outlet 


consistently gets 


the big tune-in 


|sides this week containing window 


streamers, and pointing out that 
dealers will receive free goods, extra 
discounts and displays. 

The Pepsodent tooth brush will | 
also be advertised on the company’s 
Bob Hope show, heard over 125 
NBC stations. The network pro- 
gram will be supplemented with 
spot announcements in approxi- 
mately 33 markets. 

Pepsodent tooth paste probably 
will be promoted along wartime 
conservation lines. “Keep your 
smile bright—but don’t waste Pep- | 
sodent,” says the headline of one} 
advertisement in Parents’ Magazine, 
and copy reports that one - quarter 
of the company’s tooth paste is go- | 
ing to the armed forces. “Don't | 
hoard Pepsodent,” it urges, “Use it 
sparingly. If you help save enough | 
for others, there will be enough for 
you.” The copy also lends a help- 
ing hand to retailers: “Don’t blame 
your druggist if he has to disappoint 
you the first time you ask for Pep- 
sodent. He will have it for you in 
a few days.” Lord & Thomas has 
the account. 


Joins ‘Agriculturist’ 

Charles R. Rhodes, formerly with 
the Kansas City Star, has joined 
Southern Agriculturist as manager 


of the Detroit office. 


Private Lines 


Advertising men who have been 
chagrined over many of the weak, 
sometimes outlandish, attempts that 
have been made to weave a war 
theme into copy, are due for a dis- 
tinct lift. In mid-November, the 


most courageous, hard-hitting, real- | 
istic campaign since Pearl Harbor | 
in national magazines. | 
|The prediction is made here and 


will break 


now that it will become a topic of 


=e acme 
with heavy stocks 
and variety chains and subnormal 
inventories among the grocery, drug 
and shoe chains. Inventories in the 
hands of manufacturers and whole- 
salers were found to be generally 
“normal” or “below normal.” 
Rumors that the Administration 
was going to start an official gov- 
ernment newspaper, The American 


conversation everywhere, and lots! Reporter, to “get the facts straight,” 


will resent the blunt picture painted 
of what may happen if we lose the 
war. 


The campaign, sponsored by | page dummy. 


|of people with dainty sensibilities | were strong around Washington last 


week. One Providence reporter 
claims to have seen a copy of a 32- 
Reporters asked Sec- 


a major producer of heavy arma- retary of the Interior Harold Ickes, 


ment, was written by Walter Weir. 
* + * 

WPB officials are counting on the 
forthcoming regulation of inven- 
tories to ease the plight of the small, 
independent retailers. The report 
upon which the WPB based its deci- 
sion to abandon voluntary regula- 
tion and issue an order revealed 
that the inventories of department 
stores and large independent stores 
were “excessive” in proportion to 
sales, while the reverse was true of 
small independents. Chain store in- 
ventories were reported as “spotty,” 


whose favorite pastime is lambast- 
ing columnists, if he would like to 


be editor. The Secretary's reply 
was, “Will it have an AP fran- 
chise?”’ 

* cS “ 


The White House has under con- 
sideration a nationwide census by 
the sampling method as an alter- 
native to the national registration 
of womanpower mentioned by the 
President at Friday’s press 
ference. The 5 per cent sample 
census would require no enabling 
legislation, no debate, and would 


in men’s wear | 


con- | 


get the results within 30 to 120 days 
at a lower cost. 


‘McGehee Joins Staff 
of Warwick & Legler 
Francis N. McGehee, formerly gen- 
eral sales manager of Outdoor Ad- 
vertising, Inc., and previously for 
18 years with Scripps-Howard 
Newspapers, has joined Warwick & 
Legler, New York, in an executive 
capacity. 


Dillard-Jacobs Moves 


Dillard-Jacobs Advertising 
Agency, Atlanta, Ga., has moved 
from the Candler building to the 
llth floor of the Mortgage building. 


“ 
MARIA KRAMER 
HOTEL 
| ane 


i a 
| 
Ome ith every comfort 


| 
i not a care... 


wore LINCOLN 


44th to cot nog at 8th Ave. 
pacious Rooms with ‘ 
1400 Private Bath & Radio tee 
John L. Horgan, Gen. Mgr. Cl 6-4500 
Special Rates fo Men In the Armed Forces 
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HED OOK cxcves 


Read by wives and their husbands . 


one to three young children mean draft defer- 


ee W hose 


ment, continued employment, continued buying 


power. 


Your advertis 


ing message in REDBOOK will 


reach more than 1,500,000 young wives and 


family men — with good spendable incomes, 


They are your market today ANv tomorrow! 


Your Market 
for TODAY 
and YOMORRO 


top human desire . 


BOOK uses more of this 


tent indicates the high 
REDBOOK market. 


thousand. 


of a year ago. 


ae cli salle iene - 


@ > ee Se Pe 


Fuge * 
* e? 


Q. Is good fiction important? 

A. Surveys show entertainment as a 
.. and fiction is a 
leading form of entertainment. Red- 
hook’s fiction is outstanding and RED- 


material than other magazines. The 
very nature of REDBOOK’s editorial con- 


. How does REDBOOK’S c 


A, REDBOOK’s circulation for October, 
1942 was more than 1.620.000 making 
the delivered cost of a black and white 
page advertisement less than $2.00 per 


(. Are REDBOOK’s sales growing? 


A. Tremendously. October newsstand 
sales alone were more than 55° ¢ 


6 ~*~ 


high-interest 


level of the 


ost compare? 
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Employment 
Agents Use New 
Institutional Copy 


Chicago, Oct. 28.—In a field which 
is fiercely competitive and which 


actually has government competi-| 
tion, there has blossomed an un-| 
campaign. A| 


usual institutional 
number of Chicago employment 
agencies take a daily column in the 
classified section of the Herald- 
American to discuss, not job oppor- 
tunities, but the task which they 
have encountered in streamlining 
the gap between work and _ the 


NOW — 130,000 NET PAID 


Shows Increase of 19%0—No Rote Increase 
FOR SAMPLE COPY. WRITE 


QUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 
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worker. | the Herald-American since Oct. 1.| was made to the U. S. Employment | 
Today’s insertion, for example, is| Its purpose is to mold public opin-| Service, it seems fairly likely that 


‘headlined “An open letter to Sec-|ion regarding employment agencies | it was this outlet to which the pri- | 


}and Navy Day. eae 
ithe deeds of the Navy in this war|tion of the private agency and its Razor Campaign Opens 


retary Knox,” and praises the Navy|and perhaps to persuade govern-/| vate agencies had reference. 
The copy recalls | ment officials to recognize the func- 


and in wars past, and the job which | accustomed operation in filling jobs. |. 
must be done at home to keep that| Institutional copy on the classified | 7M Eastern Newspapers . 
Navy afloat and fighting. | page is something rare, but the Treet Safety Razor Corporation, 
R Need k agencies feel certain that the high Brooklyn, has opened a campaign in 
ecall Needed Workers | readership of “help wanted” col- | 135 newspapers east of the Mis- 
“We are thinking particularly,”| umns guarantees their reaching the|sissippi and in the Southwest for 
the copy remarks, “of the American | people they seek. The series had | Treet blades with bi-weekly inser=- 
people who are at work in our ship-|its inception with three Chicago | pms jo Bg Foe ge Copy tic eo hee 
yards and factories giving their| agencies, who agreed that some sort | ny “blic ‘to aes & oe Cee “- 
strength and labor gladly and will-| of institutional copy was dictated | pac Cartoons suggesting humor- 
ingly as a free people. And we|by the rising feeling that employ- ous “double duty” situations show 
cannot help thinking how many,|ment agencies were in a position) how Treet blades may be made to 
many more thousands of workers} to profiteer off the need for more} last longer. Federal Advertising 
/are needed—badly needed to sup-| workers. It also was felt that the| Agency, New York, directs the ac- 
port our war production effort. | War Manpower Commission should | count. 
“We, the undersigned employ-| be impressed with the necessity of | cea 
ment agencies, are developing our | utilizing all existing facilities for| Mann to “Times Union’ 
knowledge and effort to the task of | bridging the brink between worker | Bruce R. Mann, who has been 
securing these additional workers,| supply and job demand, instead of| advertising manager of Ritter Den- 
and placing them in good positiens.”’| putting all the burden on one or) tal Mfg. Company for the past four 
The copy is signed by 14 agencies.| two services. years, has joined the staff of the 
| Such copy has appeared daily in | Although no. specific reference | Times Union, Rochester, N. Y. 


Mr. Cleveland has his say 


No man speaks his mind more freely than does patriotic 
John Q. Cleveland at Saturday forums of the popular City 
Club. Isn't free speech his birthright? Isn't it his privilege 
to listen, evaluate, challenge? So it is that no guest is too 


big, too prominent to escape John Q's searching questions. 


Men like Franklin Roosevelt and Leon Henderson and 


Eamon DeValera . 


Fish and William Green have faced these barrages. Major 
Alexander de Seversky soon will have his chance to sell the 
theory of mass aerial warfare. Dr. Carl Hambro of Norway's 
parliament will face queries on his people's ability to help 
throw off the Nazi yoke. Wendell Willkie has been invited 


to elaborate on his second-front ideas. 


BASIC 


.. like David Lawrence and Hamilton 


STATION...COLUMBIA 
G. A. Richards, President...John F. Patt, Vice President and General Manager 


Radio Station WGAR has been broadcasting these City 
Club sessions for several years . has discovered that 
listeners regard them as the best forum on the air. Even 
though all questions today must be rephrased by the chair- 
man to conform to wartime precautions, these weekly 
one-hour broadcasts still remain Cleveland's favorite sound- 


ing board of public opinion. They are another of Radio's 


. these 


contributions to the first of the Four Freedoms . . 


radio programs that help keep free speech free. 


MORALE BOOSTER | 


THE WALDES & WARRIOR 


This is the front page of the new hou 

organ for Waldes Koh-l-Noor, In 

using comics to put over wartime pro. 
duction suggestions. 


Cartoon House 
Organ to Build © 
Workers’ Morale 


New York, Oct. 28.—Applying in 
accepted advertising technique to 
the problem of stimulating produc- 
tion effort through improved em- 
ploye morale, Waldes Koh-I-Novr, 
Inc., Long Island City, whose plant 
is engaged entirely in war produc- 
tion, will shortly release a new type 
of house organ. The _ publication, 
which consists of four pages of com- 
ics, is being produced by Grey Ad- 
vertising Agency. 

Plant executives, feeling coopera- 
tion among employes was becoming 
an increasingly important issue, 
asked Grey to formulate a campaign 
directed at the workers. Account 
executive Ralph Weinbaum_ de- 
veloped the new paper, “The 
Waldes Warrior.” 

The publication will deal with 
four separate problems each month, 
explaining the reason behind every 
worker’s job. The first issue tells 
those who desire to leave their 
benches and join the Army that 
they are already an integral part of 
the armed forces. Copy also dis- 
cusses carelessness, guard protec- 
tion, and clock watching. 

Printed in two colors with Ben- 
day plates used to give a multi- 
colored effect, the publication uses 
actual names and drawings of plant 
structures. 


Morrow Starts Testing 
in New York Papers 


Morrow’ Extract Corporation, 
Brooklyn, has started a test cam- 
paign on its vanilla flavoring which 
will run in the Bronx, Brooklyn and 
Long Island newspapers until the 
first of the year. 

Insertions of 100 and 200 lines 
will appear Tuesdays and Thurs- 
days. Menken Advertising, Inc. 
handles the account. 


COLLINS 
MILLER & 
HUTCHINGS 


BROADCASTING SYSTEM Edward Petry & Company, Inc. 


National Representative 


INC. 


Photo-engravers in Chicayd 
207 North Michigan Avenue 
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PHOTOGRAPHIC REVIEW jr us 
EEK » 


NEW THEME 


Everybody seems happy after Cresta Blanca wine sponsors its first network pro- 
gram over MBS. Left to right: Cliff Hall (Sharlie); William H. Weintraub, 
agency head; Jack Pearl (The Baron); and Billy Wells, the comedian's scriptwriter. 


WAR BONDS ARE NOVEMBER MESSAGE 


As election interest heightened, Olson Rug Co. sought public support for its The Music Industries War Council will 


candidates, “factory-to-you"’ rugs and carpets, with 88 24-sheet posters in Chi- use this four-color poster, reproduced by 
cago and suburbs, featuring a picture of Walter E. Olson, president. The vote- Rayner Lithographing Co., to give visual 
appealing headline is being repeated in frequent newspaper advertising, running expression to music's wartime role. Large 
up to the election deadline Nov. 3. Mason Warner Co. handles the: account. posters in two sizes and smaller ones for 


correspondence, etc., are being distri- 


DISPLAY EXPLAINS 'PX' SETUP buted throughout the U. S. and Canada. i sONDS ue STAM 
"MARGE' APPROVES Seminole Flavor Co., Chattanooga, will feature this war bond message on 24- 


sheets during November, when it will be used by Double-Cola bottlers through- 


out the country. L. B. Kirck, vice-president of the company, designed the poster, 
which was painted by Herbert Bielefeld Studios, Chicago, and produced by 
Compton & Sons, St. Louis. 


INSTALL ST. LOUIS ADMEN 


A Madison avenue window gives New Yorkers this graphic explanation of the 
services offered by post exchanges of the armed forces and how the profits 
are distributed to provide recreation, equipment, etc., for the service men. 


FIRST CONSUMER COPY LAUNCHED 


, - _ = Marguerite Lyon, Blackett-Sample-Hum- Sally Rand, now making things lively in a St. Louis night club, recently helped 
- TY er sb6i0 ? > Ly mert copywriter and author known widely install officers of the Advertising Club of St. Louis. The group includes (left to 
i = : 5 a . P ‘ 4 as "Marge of Sunrise Farm,” gives en- right) R. L. Johnson, Johnson, Inc., secretary; Carl F. G. Meyer, lil, Meyer 
a a ae "AS ' wr 4 f - thusiastic approval to the new Chicago Bros. Drug Co., president; William King, Jr., Gardner Advertising Co., 2nd vice- 
«<f st on Ly ~ Sun Book Week section, introduced last president; Miss Rand; G. J. Lehleitner, Commercial Letter, Inc., retiring presi- 
we = week in a preview edition. The regular dent; A. C. Ocker, Southwestern Bell Telephone Co., Ist vice-president; Kenneth 
36-page Sunday section started with the Moore, Graham Paper Co., treasurer; and Al Maescher, Jr., Ridgway Co., 

Nov. | issue. 3rd vice-president. 


Wartime restrictions hove in no way effected the 
old-time goodness: of Heinz S7 Vorieties! tn ovr 


wight ES ty BOOKLET ILLUSTRATES CONTAINER USES IN WARTIME 


just os they hove beer fer 73 years! 


COMING SoON— CONTAINERS SPEED AMMUNITION ASSEMBLY 
6 FAMOUS HEINZ SOUPS 


CONDENSED TO SAVE TIN 


All the oid time whawes af Hens Hoody Te Serve Soups «com 
cactretad © than we wont roe gece wit beaters vharty 


a 


_  Constast Jesti 
_ Inoures Heinz Uniform 


20 
We 


With a full-color page in The American Weekly for Nov. |, H. J. Heinz Co. This pictorial spread from a new 32-page booklet, “Paperboard Goes to War,” shows some of the many uses for Con- 

began initial consumer promotion for its war-entorced line of condensed soups, tainer Corporation of America products in a war economy. Magazine and business paper advertising is being tied in with 

Promising that they will soon be stocked on grocers’ shelves. Maxon, Inc., is the the direct mail piece, which was prepared by George Kepes, a leading designer and layout man. N. W. Ayer & Son is 
agency. the agency for Container. 
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November 2, 1942 


Whether it’s copper or commerce . . . natural resources 
or modern business . . . Arizona has the “mostest” in 


many lines! For over three decades it has led in the ~ 


production of domestic copper. For wartime’s strategic 
needs it supplies 20% or more of all copper available to 
the United Nations. Its great forests give it a lead in 
softwood output. In 1941 Anzona produced more pine 
than any other of the South Rocky Mountain states. Cur- 
rently, the August 1942 sales made by Arizona’s inde- 
pendent retailers stand third from the highest with a 
14% gain in dollar volume over "41---report by U. S. 
Dept. of Commerce on business conditions among the 
states. Now Anizona 1s rapidly attracting new war in- 
dustries as a result of its having grown to the nation’s 
second largest air training center for the United States 
Army Air Corps. Yes, Arizona offers the “mostest” for 


\ advertisers in this “gold nugget of western markets.” 
eo 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co. 


Arizona Al proudly points 
out that Arizona has more 
species of trees native to 
’ the state than to the whole 


continent of Europe ... and that 


Arizona has the nation’s largest 
unbroken forest of western yel- 
low pine, stretching 300 miles. 


Two tested advertising media in 
Arizona also have an unbroken 
record of producing results for 
advertisers * * * Phoenix 
Republic and Gazette, 66,540 
M & E, (average net paid Oct. 1, 
1941 to Sept. 30, 1942) * * x 
KTAR, Arizona’s largest broad- 
casting station, now in 21st year 
* %*% *%* both available to add 


impetus to any advertising plan. 


DICK LEWIS, General Manager 
MS  gempiore 7 Fe. H. Raymer Company 
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